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ADVERTISER'S WEEKLY 


CALENDARS OF 
wy wy’ 
DISTINCTION 

Printers, as might be expected, 
have produced some. striking 
calendars for 1953. 

Keliher, Hudson & Kearns’ 
effort has three date pads: two 
for successive months and one 
day-to-day. 

Cowells of Ipswich and 
Balding & Mansell have no adver- 
tising material other than their 
names; Cowells’ picture is of 
sailing yachts and Balding & 
Mansell chose a photograph of 


a guardsman in busby. 


Alabaster Passmore have done 
another colour picture with a 
Royal subject, the Queen and the 
Duke of Edinburgh driving 
through the Golden Gates at 
Ascot. 

Whitbread & Co., the brewers, 
are again among national adver- 
tisers who have produced calen- 
dars worth keeping. Continuing 
their series of Almanacks they 
have produced twelve oil paint- 
ings of famous fairs for each 
month of the year. 

* Brian Hilton reviews calendars 
from his post bag on pages 22 
and 23 


‘ . . . 
Guild pictorial 
S any bound in blue calf 

leather, a copy of Preston Guild 
Pictorial 1952 has been presented 
to the Guild Mayor of Preston, 
John J. Ward, J.P., for placing in 
the town's archives, by J. Maurice 
Toulmin, general manager of the 
Lancashire Evening Post and 
Preston Guardian. Copies have also 
been presented to the Mayor and 
Town Clerk. 


* 
Farmers’ guide 

The National Farmers’ Union's 
northern agricultural and horticul- 
tural show guide is now being pre- 
pared for Coronation year. his is 
the fifth year of the publication 
compiled by the Union's north 
regional publicity officer, Ernest E. 

ilner. 


To The Editor.. 


More about the 
. . 
‘gimmick’ 

Sin,—P. Mitchel] Peel (Decem- 
ber 18) was certainly “on target” 
with his suggestion that the word 

“gimmick” has the tang of “smart 
alec” about it. I concur with him 
in hoping that a word of such 
dubious antecedents should not 
become an accepted term in 
British advertising. 

Originally it was confined to 
the vocabulary of the American 
criminal, to whom its meanings 
are: a decoy; sucker-bait; a catch- 
bolt on a lock; a confidence trick; 
and (rather inconsistently) a lame 
person. 

Now that it is in more univer- 
sal usage it possesses a greater 
range of meanings in varied 
spheres of activity—-but all are 
suggestive of trickery and decep- 
tion. 

To the gambling fraternity a 
“gimmick” is loaded dice; marked 
cards; a fixed race. 

Carnival people know it as a 
concealed device by which an 
operator controls a gambling 
machine; alternatively, to swindle 
by any means, 

In the motion picture industry 
the term is used to describe a 
shield which is placed before the 
camera lens to reduce light on a 
scene; a gadget; a film trailer. 

Commercially a “gimmick” is 
synonomous with “a come-on"; 
sales talk or “ballyhoo lecture”; 
build-up, of either a person or a 
product; spiel; and is applied to 
prizes or samples which are given 
to attract customers. 

Definitely an interesting word 

but not very expressive of 
integrity. 

Incidentally, what we should 
term a pulling ad. is known to 
have “suction” across’ the 
Atlantic. And this hybrid—“‘adver- 
teaser”—-is an ad. intended to 


‘PICTURE POST’ 


To support travel agencies, 
holiday resorts and shipping com- 
panies with their annual adver- 
tising, Picture Post has launched 
a new feature—a comprehensive 
Holiday Guide and Information 
Service—which it is intended to 
publish with the last issue of the 
magazine each year. 

The first appears in this week's 
Picture Post. \t consists of 12 
consecutive pages of combined 
editorial and advertisements 
bound into the centre of the 
magazine. It has been printed 
on blue tinted paper and is easily 
detachable for future reference. 


arouse curiosity, such as by with- 

holding part of the information. 
L. WHITTAKER. 

151 Hope Street, 

Leigh, Lancashire. 


Sorting the silver 
from the dross 


Sik, ~Your remarks in connec- 
tion with the news value of public 
relations material (Comment, 
December 11) were to the point. 

In a good many instances so- 
called news releases are little 
more than write-ups in disguise. 
So heavy is the coating of sales 
blurb, liberally sprinkled with 
the brand or figm’s mame, ths 
one can fra 
required te 
silver from 

In the t 
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115 Maya 


H OLID: 


The pages 
“Holidays at Home,” “Holidays 
Abroad,” “Coach Tours,” “Holi- 
day Camps” and “Caravan Holi- 
days.” Each section carries its 
own relevant advertisements in- 
cluding a number of classified 
columns, chiefly for British hotels 
and resorts for which a special 
lineage rate was introduced. 

As originally planned the 
section was restricted to eight 
pages only; but so heavy was the 
demand for space from adver- 
tisers that it had to be extended 
to 12 a. 


JANUARY 1, 1953 


ROYAL EDITION , 


WA 


PA 


yoieyseamms dace: ee 
mas Fve. Ted by Mr. and Mrs. 
Donald Macdonald, the staff enter- 
tained nearly a 100 personal and 
business friends, including represen- 
tatives of the trade and technical 
press, printing houses and process 
engravers. 


IN THIS ISSUE— 
First of a new series on print for 
advertisers—page 20. 
NEXT WEEK.—How a _ small 
advertiser uses the trade press. 
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SPICERS 

New Iliustrated 
Stationery 
Catalogue 


is published to coincide with their 
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mery catalogue, the first published since the 
yeautifully displayed book. Everything in it is 
ake for granted from Spicers and everything 
fies is subject to the new 5°, discount for 
fyou have not already had your copy of this 
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ADVERTISER'S WEEKLY 


CALENDARS OF 
DISTINCTION 


Printers, as might be expected, 
have produced some striking 
calendars for 1953. 

Keliher, Hudson & Kearns’ 
effort has three date pads: two 
for successive months and one 
day-to-day. 

Cowells of Ipswich and 
Balding & Mansell have no adver- 
tising material other than their 
names; Cowells’ picture is of 
sailing yachts and Balding & 
Mansell chose a photograph of 
a guardsman in busby. 

Alabaster Passmore have done 
another colour picture with a 
Royal subject, the Queen and the 


Duke of Edinburgh driving 
through the Golden Gates at 
Ascot. 


Whitbread & Co., the brewers, 
are again among national adver- 
tisers who have produced calen 
dars worth keeping. Continuing 
their series of Almanacks they 
have produced twelve oil paint- 
ings of famous fairs for each 
month of the year. 

* Brian Hilton reviews calendars 


from his post bag on pages 22 
and 23, 


’ . . . 
Guild pictorial 
Specially bound in blue calf 
leather, a copy of Preston Guild 
Pictorial 1952 has been presented 
to the Guild Mayor of Preston, 
John J. Ward, J.P., for placing in 
the town's archives, by J. Maurice 
Toulmin, general manager of the 
Lancashire Evening Post and 
Preston Guardian. Copies have also 
been presented to the Mayor and 

Town Clerk. 


Farmers’ 


The National Farmers’ Union's 
northern agricultural and horticul- 
tural show guide is now being pre- 
pared for Coronation year. This is 
the fifth year of the publication 
compiled by the Union's north 
regional publicity officer, Ernest E. 
Milner. 


guide 


To The Editor.. 


More about the 
. . 
‘gimmick’ 

Sin,—P. Mitchel] Peel (Decem- 
ber 18) was certainly “on target” 
with his suggestion that the word 
“gimmick” has the tang of “smart 
alec” about it. I concur with him 
in hoping that a word of such 
dubious antecedents should not 
become an accepted term in 
British advertising. 

Originally it was confined to 
the vocabulary of the American 
criminal, to whom its meanings 
are: a decoy; sucker-bait; a catch- 
bolt on a lock; a confidence trick; 
and (rather inconsistently) a lame 
person. 

Now that it is in more univer- 
sal usage it possesses a greater 
range of meanings in varied 
spheres of activity—-but all are 
suggestive of trickery and decep- 
tion, 

To the gambling fraternity a 
“gimmick” is loaded dice; marked 
cards; a fixed race. 

Carnival people know it as a 
concealed device by which an 
operator controls a gambling 
machine; alternatively, to swindle 
by any means, 

In the motion picture industry 
the term is used to describe a 
shield which is placed before the 
camera lens to reduce light on a 
scene; a gadget; a film trailer. 

Commercially a “gimmick” is 
synonomous with “a come-on"; 
sales talk or “ballyhoo lecture”; 
build-up, of either a person or a 
product; spicl; and is applied to 
prizes or samples which are given 
to attract customers. 


Definitely an interesting word 
but not very expressive of 
integrity. 


Incidentally, what we should 
term a pulling ad. is known to 
have “suction” across the 
Atlantic. And this hybrid—‘adver- 


teaser”—-is an basse intended to 


arouse curiosity, such as by with- 

holding part of the information. 
L. WHITTAKER. 

151 Hope Street, 

Leigh, Lancashire. 


Sorting the silver 


from the dross 


Sik, -Your remarks in connec- 
tion with the news value of public 
relations material (Comment, 
December 11) were to the point. 

In a good many instances so- 
called news releases are little 
more than write-ups in disguise. 
So heavy is the coating of sales 
blurb, liberally sprinkled with 
the brand or firm’s name, that 
one can rarely afford the time 
required to sort out any possible 
silver from the mass of dross. 

In the trade and technical field 
the story is seldom angled to suit 
the specific readership and con- 
sequently many newsworthy 
items have to be dropped. 

As regards advertising being a 
condition to the acceptance of 
such material, this as you say is 
nonsense, but it is none the less 
interesting to note the number 
of firms who seems to place con- 
siderable value on a journal's 
editorial columns while com- 
pletely ignoring its existence as 
a possible advertising medium. 

. F. Smits. 
Long Willows, 
Sunnymeads, Bucks. 


Vv . 
Shocking ! 

Sir, -The most shocking thing 
in E. S. Turner's book The 
Shocking History of Advertising 
is his ignorance of the fact that 
the person in charge of the ad- 
vertisement department of any 
publication is the advertisement 
manager and not the advertising 
manager. 

J. L. KNOWLES, 
115 Mayals Road, Swansea. 


‘PICTURE POST” ‘HOLID. AY GUIDE 


To support travel agencies, 
holiday resorts and shipping com- 
panies with their annual adver- 
tising, Picture Post has launched 
a new feature—-a comprehensive 
Holiday Guide and Information 
Service—which it is intended to 
publish with the last issue of the 
magazine each year. 

The first appears in this week's 
Picture Post. \t consists of 12 
consecutive pages of combined 
editorial and advertisements 
bound into the centre of the 
magazine. It has been printed 
on blue tinted paper and is easily 
dotnshabte wal future reference. 


The pages are subdivided into 
“Holidays at Home,” “Holidays 
Abroad,” “Coach Tours,” “Holi- 
day Camps” and “Caravan Holi- 
days.” Each section carries its 
own relevant advertisements in- 
cluding a number of classified 
columns, chiefly for British hotels 
and resorts for which a special 
lineage rate was introduced. 

As originally planned the 
section was restricted to eight 
pages only; but so heavy was the 
demand for space from adver- 
tisers that it had to be extended 
to 12 pages. 


JANUARY I, 


1953 


ROYAL EDITION 
OF ‘THE TIMES’ 


The publication of the Royal 
edition of The Times, which was 
suspended shortly after the out- 
break of war in 1939, will be 
resumed to-day (Thursday). 

The edition is printed on speci- 
ally prepared paper, the dur- 
ability of which enables copies 
to be preserved for permanent 
record. The price will be 6d. a 
copy. ‘The postal subscription 
rate will be £10 8s. a year, inland 
or abroad. 


Paper’s branch 


office moves 


On Monday the Keighley branch 
of the Telegraph and Argus and its 
associated newspapers moved to new 

remises at 76, North Street, Keigh- 


ey. 

Situated at the corner of North 
Street and Alice Street, the advertis- 
ment department will occupy the 
frontage in North Street. The 
manager is F. S. Otty, who has been 
in charge of the Keighley branch 
since 1943, 


Their third party 


The thitd annual buffet luncheon 
and party to be given by Donald 
Macdonald (Advertising) Ltd., Man- 
chester, was held at the agency's 
Street premises on Christ- 
mas Eve. Led by Mr. and Mrs. 
Donald Macdonald, the staff enter- 
tained nearly a 100 personal and 
business friends, including represen- 
tatives of the trade and technical 
press, printing houses and process 
engravers. 


IN THIS ISSUE— 
First of a new series on print for 
advertisers—page 20. 
NEXT WEEK.—How a small 
advertiser uses the trade press. 


= NORFOLK STUDIO: 


24,BRIDE LANE, LONDON, E.C.4. Tel. CENTRAL 3172 
The home of (DEAS for neariy haf a Cenliry 


i : ee i a i , 
: Pie, ie ames gaan mse 
[Nia 

: sat a “AWE | 
me. ae. 

7 PSlqns rettstuy t 

at yar | 

i _ _ 
.—— — 

rad area 

- ) : —_—_———— 
ry . i. ae 4 =. ‘= |) ES o> 2 — Se ee + & eM 


Jantary |. 1953 ADVERTISER'S WEEKLY 


SPICERS 

New Illustrated 
Stationery 
Catalogue 


is published to coincide with their 
New 


5% Settiement 
Discount 
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Spicers new illustrated stationery catalogue, the first published since the 
war, is a comprehensive and beautifully displayed book. Everything in it is 
of the first-rate quality you take for granted from Spicers and everything 
from the Union Street Factories is subject to the new 5°, discount for 
settlement in one month. If you have not already had your copy of this 
miniature encyclopaedia of envelopes, account books and stationery, send 
for one today free and post -tree. 


Conteats include: benvelapes, Account Books, Commercial and Personai 


Books, Nate Books. Order Books, 17 


SPICERS LIMITED UNION STREET, 
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....and they’re both 


part of the mass market 


Oh, come now. 


It’s a fact. For the vast majority of products anyway. Our 
prosperous looking friend has an expensive car, it’s true, 
while the other chap rides a bike. But go into their homes 
and you'd be surprised. It’s quite on the cards they have the 
same make of vacuum cleaner, the same make of television 
and you'd certainly find the same branded products in the 
larder. 


In other words, what was once the luxury market is now 
part of the mass market? 


That's about it. And it’s quite ridiculous to try and judge 
a man’s ability to buy your products by his profession. It 
just doesn’t mean a thing nowadays. The professional 
people are worse off. The working classes are better off. 
Better off than they've ever been before. There are exceptions, 
of course, but by and large, they're the people with the 
money to spend. 


DAILY MIRROR 


With the highest daily net 
sale in the world, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in the 
history of daily newspapers 
at the lowest square inch 
per thousand space rate 


of all national dailies. 


When planning 

your schedules, you 
MUST include 

THE DAILY MIRROR 
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ELIZABETH II 


APPROVED SOUVENIR PROGRAMME 


ED, Fresca 


FTE 
BAe os 4 1 


The cover design (embossed and 
coloured, 10 in. x in.) of the 
approved souvenir programme of 
the Coronation to be issued by King 
George's Jubilee Trust. The _ pro- 
gramme is to be printed and distri- 
buted by Odhams Press Ltd. 


NEW YEAR 
HONOURS LIST 


The author of The Shocking 
History of Advertising appears in 
the New Year Honours List. 

He is Ernest Sackville Turner, 
editor of Soldier Magazine, and 
he has received the O.B.E. 

Among the new O.B.E.s are: 

Miss Audrey Withers, editor of 
Vogue, and a member of the 
Council of Industrial Design; 

Arnold Henry Mayne Harrison, 


principal information _ officer, 
Central Office of Information; 
Oliver Simon,  typographer, 


chairman and managing director, 
Curwen Press. 

Henry Philip Harding, an in- 
formation officer at the C.ol., 
has received the M.B.E. 

The Controller of British In- 
formation Services in New York. 
George D'Arcy Edmondson, has 
been made a Companion of the 


Order of St. Michael and St. 
George (C.M.G.). 
Sir Clive Baillieu, chairman, 


Dunlop Rubber Co., a frequent 
guest and speaker at advertising 
functions, becomes a peer, 


RECORD AD. 


| 


Steady supplies of 
newsprint are 


expected 
ECORD spending by ad- 
vertisers is forecast for 
1953. All media should bene- 
fit from the impetus to trade 
which will be given by the 
Coronation. 

Jesse Scott, managing director, 
Statistical Review of Press Adver- 
tising, is confident that the pro- 
spects for press advertising during 
the Coronation period are “abso- 
lutely terrific.” 

He discounts fears of a post- 
Coronation spending slump 
having a marked effect on the 
vear's business, and says it is a 
“safe bet” that 1953 will be a 
very good year. 

Paper prospects are not dis- 
couraging either—-from the price 
or supplies points of view. 

F. P. Bishop, general manager, 
Newsprint Supply Co., says the 
outlook for the first half of the 
year is “reasonably satisfactory.” 
He has “every reason *o expect 
that newsprint consumption can 
be maintained on its present 
eight-page basis.” 

It is expected that there will be 
bumper 


sized newspapers” in 
Coronation week, 
There is to be a moderate 


reduction in the price of news- 

print to date from to-day. The 

figure has not yet been fixed. 

* Big account changes effective 
from to-day—page 27 


Rosena use Gotlinge 


SPENDING FORECAST FOR 1953 


‘Daily Sketch’ (old ‘Graphic’) sensation 


A link between the Rothermere 
interests and the News of the 
World is forged by the in- 
clusion of W. Emsley Carr, 
chairman of the News of the 
World Ltd., and Bertram F. 
Jones on the board of a new 
company which will operate 
the Daily Sketch — recently 
acquired by Associated News- 
papers from Kemsley’s. 


Lord Rothermere states: 
“Although the mechanical re- 
sources and machine capacity 
at Associated Newspapers Ltd. 
are sufficient to deal with the 
Daily Sketch on its present 
sale and size basis even allow- 
ing for reasonable expansion of 
both—ny directors and I have 
felt that we must have ample 
room for development in this 
new enterprise. 

“In these circumstances, I have 
approached W. Emsley Carr, 
chairman of the News of the 
World Ltd., and he and his 
directors have agreed not only 
to place the machining capacity 
of the News of the World at 
the disposal of the new com- 
pany which will operate the 
Daily Sketch, but also to take 
a substantial interest in this 
new enterprise. 


Rothermere links with ‘N.o.W’ 
in new publishing venture 


W. Emsley Carr and Bertram F. 
Jones will join me on the 
board of the new company. 
My other directors will be 
Stuart McClean, who will be 
the managing director, and 
R. A. Redhead. The secretary 
of the company will be G. L. 
Howell.” 

Mr. Emsley Carr succeeded H. H. 
Aldridge as chairman of the 
News of the World in March 
1952. Mr. Jones joined the 
News of the World in 1929 
and in 1940 was appointed 
general manager with a seat on 
the board. 

Eleven and eight inch d/c teaser 
ads. appeared in the Sunday 
Dispatch, Daily Mail and 
Evening News this week. They 
were headed “Coming! An 
old friend in a new dress,” and 
carried rhymes including—*“Not 
a film! Not a star! Not a 
play! Not a car!” 

The advertisements marked the 
launching of a publicity cam- 
paign by Associated News- 
papers for the Daily Sketch. 

Readers have been promised 

“something new in journalism,” 

with more sport for men and 

the best fashion and home 
pages for women. 
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\DOVERTISER’S WEEKLY 


Poster censorship challenged 


BRISTOL PLANNERS THREATEN TO 
START MUNICIPAL STATIONS 


Bristol City Corporation may establish its own poster stations 


to counter poster censorship activities. 


Alderman W. H. 


This was revealed by 


Hennessy, vice-chairman of the City’s 


Planning and Reconstruction Committee, in a special interview 
with “Advertiser's Weekly's” West of England reporter. 


Ald. Hennessy found 
for his suggestion of 
outdoor advertising 
recent meeting of the Planning 
and Reconstruction Committee 
Other members of the committee 


support 
municipal 
Sites at a 


who have taken a strong stand 
over the alleged refusal of the 
Bristol branch of Mills & 
Rockleys to exhibit a temperance 
poster some time ago, liked the 
idea 


“We felt this refusal presented 
a grave situation and an interfer 
ence with the free expression of 
opinion,” said Ald. Hennessy 

“The democratic right of free 
speech might be curtailed by such 
a policy. In order to protect the 
rights of the community, the 
Bristol Corporation should have 
its OWN poster sites as alternatives 
for advertisers whose announce 
ments might be refused by 
others.” 

He emphasised that the rela 
tionships between the committee 
and Mills & Rockleys had always 
been good 

“About 98 per cent of then 
applications for sites have been 
granted, and the firm has always 
co-operated in our suggestions for 
the improvement of sites under 
their control,” he said 


‘Plenty of money 
in advertising’ 
Banning of the temperance 
poster served to spotlight” for 
some members of the committee 


the fact that Mills & Rockleys 
had “a virtual monopoly” ot 
poster sites in the city, and a 


question based on this was asked 
ft led to Ald. Hennessy’s recom 
mendation that the Corporation 
should have alternative sites. 

He said that as a protest at the 
banning of the temperance poster, 
the committee decided to defer 
acceptance for one of four Mills 
& Rocklevs applications tor sites 
then under discussion. 

Stating that Mills & Rockleys 


have since accepted ten temper 


ance posters which they have 
offered to exhibit free, he said 
‘lL am wondering whether this 


generosity is a result of the wide 
publicity the matter has gained 
or the threat that the Corporation 
will enter the field. 

“There is plenty of money in 
advertising, and we have mary 
hlitzed sites upon which we can 
put poster stations.’ 

W. T. Bagnall, chairman of the 
Planning Committee, said much 
would depend on events at the 
next meeting of the committee to 
which a deputation from Mills & 
Rockleys had been invited. “We 
shall consider the whole thing 
with a report from the 


together 


MANCHESTER TO 
FIGHT POSTER 
INDUSTRY’S BILL 


Five local M.P.s, the Lord 
Mayor and leaders of the 
Manchester City Council, met 
at Manchester Town Hall last 
week to discuss the Man- 
chester Corporation (Adver- 
tisements) Bill, 1952-53, which 
is being sponsored by the Out- 
door Advertising Industry 
Advisory Committee. 

In its present form the Bill 
would) modify Manchester 
Corporation’s powers under 
local acts to control the dis- 
play of advertisements, and 
the Corporation is opposed to 
the Bill, 

During last week's discus- 
sions it was stressed that the 
matter was a national issue 
which should be brought to 
the attention of the Minister 
of Housing = and Local 


eeeeececeeeeees, 


Government, and was not 
suitable for a private Bill. 
The M.P.s-—-H. Thorney- 


- croft, W. H. Oldfield, W. D. 
$ Griffiths, and L, M. Lever, 
gall Socialists, and E. S. T. 
$ Johnson, Conservative, agreed § 
Sto do all they could to help? 
§ the City Council to opposes 
gthe Bill. 


° 
? 


ee. eeece 


Planning Officer.” he added. 

Before anything 1s done about 
establishing municipally owned 
poster stations, it is probable that 
the subject may go before a full 
meeting of the City Council, and 
advice taken from the Town Clerk 
as to whether their present powers 
permit them to enter into compe- 
titive trading 

If not, and the decision ts 
taken, then Parliamentary power 
may be sought to enter the field 
of advertising 


‘Eagle’ ad. gets 
20.000 entries 


A competition advertised in 
Lagle on November 21 drew more 
than 20,000 entries by Decem 
ber 6. 

It was run by Louis Newmark. 
Ltd... watch manufacturers of 
Croydon, Surrey, who invited all 
fagle readers under 17 tn the 
UK. and Channel Islands, to spot 
the deliberate mistakes in a draw- 
ng of a busy scene at a railway 
tation. Fiftv-two Newmark wrist 
vatches Were given as prizes 


| 


Wilfred 
Nevin the puppet and inset, 
D. Hirst himself. 


Thwaites manipulating 


Nevin 


Puppets at party 


Staff and directors of Nevin D 


Hirst (Advertising) Ltd... the 
Leeds and London agency, were 
in festive mood at the firm's 
annual dinner and = party at 
Powolny’s Restaurant, Leeds 
The star turn at a puppet show 


provided during the course of the 
proceedings by Wilfred Thwaites, 
a visualiser in one of the Nevin 
I). Hirst creative groups, was a 
puppet of Nevin D. Hirst himself. 


‘Public like our 
whimsical ads.’ 


A recent survey on the reader- 
ship of current petroleum adver 
tising showed that motorists inter 
viewed had seen and identified 
Esso advertising more readily 


Five months before the opening 
of the Coronation British Indus- 
tries Fair at Castle Bromwich, 
Birmingham, on April 27, 96 per 
cent of all indoor space has been 
sold. Bookings for the outdoor 
section are piling up. It is esti- 
mated that 1.200 firms will 
exhibit in the three heavier in- 
dustrial sections — engineering, 
electrical, and building. 


than that of any other company 
claims Esso Employee News 

The journal states 

“Our whimsical advertising has 
brought complimentary — letters 
from all over Britain and from 
Places as far away as the United 
States and the Solomon Islands.” 

Many writers had asked for 
copies of the drawings used in 
the Esso advertisements They 
are the work of Sillence. the 
Punch artist. who is now. art 
director of Hull Technical 
( ollege 


JANUARY |, 1983 


Hosiery firms 
urged to 
advertise 


The British Hosiery Manufac 
turers Association js advising its 
members to advertise 


In an article in the Associa 
tion's official organ, British 
Hosiery Journal, T. Alan Pratt. 


secretary, writes: 


“In a trade such as hosiery. 
where many firms are making 
approximately the same quality 


goods, it is most noticeable that 
firms who go in for advertising 
in a big way become nationally 
known and grow in size. while 
their competitors who do not 
advertise remain unknown. Quite 
a number of small firms have 
been springing into the headlines 
and have been extending as a 


MORE LEATHER 
PUBLICITY 


Leather advertising is expected to 
be increased for 1953. A meeting 
is to be held on January 19 between 
the Tanners’ Federation and the 
Leather Importers, Factors and 
Merchants’ Association. 

They will discuss a suggestion put 
forward for a small levy—a fraction 
of a venny in the £—to provide a 
publicity fund of between £150,000 
and £200,000 with which to pub- 
licise the merits of leather. 


result of an advertising campaign 

“We would, therefore, advocate 
that manufacturers should ad- 
vertise their goods, but this 
advice is subject to one qualifi- 
cation. It is no use advertising 
the goods and getting the name 
in the public mind if the quality 
of those goods is not up to stan- 


dard. Otherwise advertising will 
have a boomerang effect The 
public will remember the name 
as one to be avoided a second 


time. 


Newsagents in 
composite ads. 


Yorkshire newsagents are pat 
ticipating in composite advertis 
ing in local newspapers. 

So enthusiastic was the response 
to a suggestion from the adver 
tisement department of the York 
shire Evening Press that all the 
newsagents wishing to participate 
could not be accommodated in a 
double page spread and a further 
four columns had to be run at a 
later date. 

The double page spread was 
headed “Good service from your 
newsagents” and the = second 
selection was headed “In all sorts 
of weather the newsagents never 
fail.” They were accompanied 
by editorial material. 

A composite page of announce 
ments from newsagents has also 
appeared in the Hu/!] Daily Mail 
They were headed: “Service from 
your newsagent—at your service 
362 days a year.” and over forty 
local newsagents were repre 
sented 
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JANUARY 1, 1953 


“ONE-DAY 


Luxembourg has 


young audience | 


* 

Radio Luxembourg has a pre- 
dominantly young audience, 
which is bigger in the North than 
in the South, 

This is revealed in the audience 
survey conducted during Novem- 
ber 16-22 by Social Surveys, Ltd., 
of which first details were given 
in ADVERTISER'S WEEKLY (Dec- 
ember 11). 

One-third of the audience is 
under 30, two-thirds under 45. 

From data obtained from their 
parents tt appears that an aver- 
age of 21:3 per cent of children 
(8-15 years of age) listened to 
Radio Luxembourg during the 
evening. Wednesday was their 
most popular evening. Over the 
whole week each child heard 
31 programmes. One-in-five child- 
ren-—-over a million—listened at 
some time during the evening. 

Comparisons between the 
B.B.C. and Radio Luxembourg 
show that the latter has a bigger 
audience than B.B.C. television, 
but comes well below B.B.C. 
radio. The percentage of adults 
who listened at some time during 
the evening over the whole week 
were: Radio Luxembourg, 18-0; 
B.B.C. Home, 35-7; Light, 51°2; 
television, 13°5. Unlike Radio 
Luxembourg, the B.B.C, has its 
biggest audience in the South. 

The average individual Luxem- 
bourg programme reached an 
audience of about 4°8 per cent, 
approximately 1} million adulis, 
with little difference between rural 
and urban populations. In the 
course of the week about 


13,880,000 said they had listened. 


Showcard 


competition 


SALES’ 


AD. BAN IS 


Newspaper Society advise new 
precautions before acceptance 


Renewed consideration has now 
been given by the Newspaper 
Society to the advertising of 
“one-day sales” in local news- 
papers. 

According to a statement, in 
September, 1951, the Society 
reviewed all aspects of this 
class of advertising and decided 
that there was no ground for 
a general recommendation to 
members of non-publication, 

It has since been noted that 
pressure is being brought upon 
newspapers to refuse advertise- 
ments of this nature on the 
grounds that such competition 
is harmful to local traders or is 
regarded as unfair competition. 

The Society now re-aflirms the 
view formed in 1951 that there 
is no reason why newspapers 
should refuse to publish ad- 


vertisements of this kind, for it 
regards trading by travelling 
salesmen as quite legitimate 
and a form of enterprise that 
should not be stifled. 
It has, however, been agreed to 
revise the present recommenda- 
tion to provide that before 
publication members should: 
secure a banker's reference 
and two trade reterences 
from the advertiser; 

examine copy with care in 
respect of such claims as 
“manufacturer to wearer”; 
and 

secure the incorporation in the 
advertisement of the full 
name and permanent address 
of the advertiser and the 
words “Licensed Hawker” 
when required by the 
Hawkers Act, 1888. 


New mail order warning 


The Newspaper Society is 
supporting the Newspaper Pro- 
prietors’ Association in its stand 
against unsatisfactory mail order 
advertising. 

In a letter to all advertising 
agents recognised jointly by the 
two bodies, the Newspaper 
Society recalls the Warning tssued 
by the N.P.A. early in October in 
which it was stated that if it was 
found that an agent had not taken 
sufficient steps to avoid the pos 
sibility of complaints arising, his 
removal from the list of recog- 
nised agents might be considered 

The Newspaper Society's letter 
continues 

“It is hoped that every recog- 
nised practitioner in advertising 


will appreciate how damaging to 
advertising unsatisfactory mail 
order advertising can be, and that, 
accordingly, he will co-operate 
with us in endeavouring to ob 
Viate dissatisfaction. 

“If it appeared, upon investi- 
gation, that a practitioner had not 
satisfied himself of the good faith 
and intentions of a mai! order 
advertiser before handling his 
account that would be a matter 
of which the Joint Advertisement 
Committee of the Newspaper 
Society and the Newspaper Pro- 
prictors’ Association would, 
understandably, take a grave 
view.” 

The letter is signed by William 
G. Ridd, secretary of the News 
paper Society 
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First 
Here are the three prize-win- 
ning entries jn the showcard 
design competition organised by 
the Collapsible Tube Manufac- 
turers Association Winners 
were | rm. 2 Ashmore, of 


Second 
Horsham, 2. V. Galbraith, of 
Plumstead, and 3. P. Dudley 
Rees, of Hampstead. They 
receive prizes of £50, £20 and 
£10 respectively 
The winning design will be 


Third 
used as a showeard to provide a 
focal point for displays of collap- 
sible-tube-packed products in 
chemists’ windows, and chemists 
will be invited to enter a compe- 
tition organised in this connection 


ADVERTISER'S WEEKLY 


REJECTED 


£300,000 deal: 
Odhams buy 
Machinery Lloyd 


Odhams Press Lid have 
acquired the whole of the share 
capital of Continental & Overseas 
Organisation Ltd. the company 
owning Machinery Lloyd That 
journal will be conducted in 
issocution with Tothill Press 
Ltd... an Odhams subsidiary 

The purchase price is reported 
to be £300,000 

Ihe European and Overseas 
editions are published fortnightly, 
each having a circulation” of 
about 12,000 

Seven years ago Odhams, under 
the inspiration of the late Lord 
Southwood, and pursuing thei 
policy of development, acquired 
Fothill Press, one of the largest 
publishers of technical and 
specialised journals in this country 

Odhams recently bought 4 valu 
able site in Westminster and it is 
their purpose to erect a block of 
offices to accommodate this ever 
growing branch of their activities 

Machinery Llovd, which was 
established in 1929. has been uni 


Sir David Maxwell-Fyfe, QO.C., 
M.P., the Home Secretary, will 
be the guest of honour at the 
Advertising Association's first 
quarterly luncheon of 1953, to 
be held at Claridges on February 
18. The president, FE. J. Robert- 
son, will be in the chair. 


formly successful over the years 
and has become recognised as one 
of the leading journals in this 
country and overseas in the pro 
motion of engineering products 
in the export markets. It will con 
tinue to be conducted by its pre 
seri managing director, George 
L. Layton. son of the founder of 
the journal, the late M. L. Layton, 
and no fundamental changes are 
contemplated, a statement says 

The offices of the company will 
remain at 6 Cavendish Place 
Regent Street, W.1 


Bus sivas 
for Blackburn? 


After discussing advertising 
inside and outside buses, Black 
burn C orporation Transport 
Committee is to recommend the 
Council to accept a tender for the 
advertising rights for a period of 
five years. It is understood that 
the name of a London agency 
will be put forward. 


. 
Helping exports 

West-Dean Exhibitions Ltd 
has been formed to. organise 
British participation in overseas 
trade fairs and exhibitions. The 
directors are Miss Thirza West, 
who has been representing the 
Stockholm St. Eriks Fair in this 
country, and Morris Dean, chair 
man and managing director of 
Lee-Spiller Lid.. exhibition stand 
constructors and screen printer 
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3 new directors 


for D.T.V. 


Dudley Turner and Vincent Ltd. 
announce the appointment of three 
associate directors, W. A. S. Camp 
and L. C. Ford, account executives, 
and S. A. Green, company secretary. 

Mr. Camp joined the firm early 
in 1952, resigning from the board 
of W. H. Emmett & Co, Ltd., where 
he was creative director. His adver- 
lising experience extends over 30 
years. Mr. Ford, formerly a Paris 
correspondent of the Sunday Pic- 
torial, entered advertising in 1949 
after training in retail selling and 
management in the John Lewis 
Partnership. He joined D.T.V. in 
June 1950, from Clifford Bloxham 
& Partners Ltd. 

Mr. Green has been with the firm 
for 16 years and was appointed 
company secretary when he re- 
joined the company after the war. 

* * * 

Herbert D. Varley has been 
appointed London manager of 
Australian Consolidated Press in 
succession to the late Lorne Camp- 
bell. Mr. Varley arrived in London 
from the Sydney office two years 
ago and for some time has been 
manager of the Frederick Muller 
Lid. (publishers), a subsidiary 
company. During his career in 
Australia he has been advertisement 
manager of daily, weekly and 
monthly papers. 

* * * 

J. R. Wayne, manager of the 
Leeds office of Gee Advertising 
Ltd., has been appointed a director. 
His appointment is part of a devel- 
opment and extension programme 
which includes the taking over of 
a second building in Leicester as 
an annexe to head office, an increase 
in establishment and staff at the 
Leeds office, and establishment of 
separate additional studio facilities 
at the Manchester office. Mr. Wayne 
joined the company immediately 
upon leaving the Forces in 1946, and 
established the Leeds office which 
he has managed ever since. 

* * * 

Howard J. Ashby, Dunlop's tyre 
sales manager for the South Region 
at Albany Street, retired on Decem- 
ber 31 because of ill-health. His 
successor is H. J. Holmes, Dunlop's 
sales manager in Bristol for the 
West of England, and vice-chair- 
man of Bristol branch of the 
Incorporated Sales Managers’ As- 
sociation. 


W, A. S, Camp 


L. C. Ford 


David Clackson, immediate past 
president, Press Advertisement Man- 
agers’ Association, and Harold 
Fish, social secretary, Fleet Street 
Column Club, have both been re- 
elected to the City of London's 
Court of Common Council for the 
Ward of Farringdon Without. 


* * * 
Hamish McKinven, a Campbe!- 
town journalist, who for some time 
has held an appointment in the 
Labour Party's press office at 
Transport House, London, is now 
deputy press and publicity officer 
for the North of Scotland Hydro- 
Electric Board. 
* * * 
Appointed publicity manager to 
the Washington Hotel, Curzon 
Street, London, is Raymond Mur- 
ray-Brooks, formerly on the editorial 
staff of Canada’s Weekly and its 
British export supplement, and 


recently an account executive with 

Sidney-Barton, 

relations firm. 
* 


Ltd., the public 
Sd 

J. C. Reeves, advertisement man- 
ager, Daily Graphic (shortly to be 
retitled Daily Sketch) states that his 
advertisement representatives will 
include: H. R. Joseph (from Con- 
tinental Daily Mail); Stanley Fisher 
(from Evening News); R. G. Bate- 
man, G. A. Coureau, D. P. Mait- 
land, E. W. Rowe (from Weekly 
Overseas Mail); S. W. Delderfield, 
E. Still, M. T. McGrath (from 
Daily Graphic); advertisement 
make-up man, George Watson (from 
Daily Graphic). 


Seventy guests, including clients and 


H. Dawson-Salmon 


Argus Press 
appointments 


A. H. MeclIsaac, advertisement 
director, Argus Press Ltd., has made 
the following appointments: H. 
Dawson-Salmon to be advertisement 
manager, True Story magazine and 
True Romances; Maurice Fitzgerald 
to the advertisement department of 
the same magazines; and Charles 
FE. Roweliffe to the advertisement 
depariment of Photoplay. 

Before the war Mr. Dawson- 
Salmon was advertisement manager 
of Cavalcade and after war service 
rejoined the’ Brittain publishing 
group with the Recorder. He then 
went to National Trade Press as 
advertisement manager of Printed 
Advertising, retaining this post until 
the journal was suspended He 
joined Mr. Mclsaac at Argus Press 
six months ago. 

Mr. Fitzgerald started in advertis- 
ing on leaving school! in 1926 and 
worked on the Daily Sketch until 
1932, when he transferred to the 
Sunday Chronicle. In 1934 he was 
appointed Midlands representative 
for Empire News and Manchester 
Evening Chronicle. 

Mr. Rowcliffe ran his own adver- 
using business before the war. 


space reps., attended the annual 


Christmas lunch of the Manchester office of Alfred Bates & Son, at the 


Midland Hotel. 
Guardian’’), 
Chronicle’’), 


R. H. Longdon 


Pictured from left to right are W. McMillan (“Manchester 
Ken Braddon (‘News of the World’), H. 1. Holker (‘News 
(Westminster 


Press), A. Spence (‘Daily 


Express’), Ted Skinner (Alfred Bates), J. Friend (Daily Mail’), Edward 


S.A. Green 


H.D. Varley 


Bates, and C. B. Hannigan (Kemisieys). 


J.R. Wayne 


M. Fitzgerald 


C. E. Rowcliffe 


OBITUARY 


Geoffrey T. Haddon 


Geoffrey T. Haddon, senior dir- 
ector of John Haddon and Co., 
Lid., London, died in Barts Hos- 
pital on Christmas Day, at the age 
of 45. He was a relative of the 

late John 

Haddon, who 

founded the 

agency in 
1814. 

Born in 

Rhodesia and 

educated at 

Oundle and 

Oxford, Mr. 

Haddon join- 

ed the agency 

in 1935, and 

became a 

director three 

years later. 

He was a 

council mem- 

ber of the 

Adve rtising 

Assoc i ation, 

serving on its education committee ; 

an Associate of the Institute of 

Incorporated Practitioners in Adver- 

tising and a member of its develop- 

ment committee; and a_ past- 
president of the Solus Club. 

He leaves a widow and a young 
son. There will be a memorial 
service at St. Dunstan’s-in-the-West 
to-morrow (Friday), 12.30 p.m. 


* * * 


Reginald Bacon 


Reginald Bacon, former public 
relations adviser at 10 Downing 
Street, was found dead in bed at a 
Bexhill, Sussex, hotel on Sunday. 
He had been staying there during 
Christmas. 

Mr. Bacon, who was 51, was ap- 
pointed public relations adviser to 
Mr. Attlee in June 1951. Last June, 
Mr. Churchill discontinued the post. 
After a tour of the United States 
Mr. Bacon became head of the Post 
Office public relations department in 
November. 

Formerly he was on the staff of 
the Newcastle Daily Journal, and 
later an assistant editor of the 
Yorkshire Post. He left journalism 
in 1939. He then became succes- 
sively Chief North-East Regional 
Officer of the Ministry of Informa- 
tion, head of the Board of Trade 
Overseas Information Division and 
Deputy Head of the Treasury 
Economic Information Unit. 


* * * 
W. S. Stewart 


William S. Stewart, editor of the 
Oldham Chronicle for 31> years 
prior to his retirement in 1946, has 
died at his home in Woodford, 
Cheshire, at the age of 77. Mr. 
Stewart was associated with the 
Oldham Chronicle for 58 years. 
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ADVERTISER'S WEEKLY 


AD. MAN’S DIARY OF EVENTS IN 1953 


This list, compiled by “Adver- 
tiser's Weekly,” includes the most 
important events of 1953, busi- 
ness, social and_ recreational, 
likely to be of interest to readers. 

Any obvious omissions are ex- 
plained by the fact that some 
dates have not yet been decided. 

It is intended to publish later 
in the year a further diary in 
which events taking place from 
July to December will be listed 
more fully. 


JANUARY 


DATES : 
12-16..-Harrogate Toy and Fancy 
Goods Fair, Harrogate. 
15..-Newspaper Conference An- 
nual Meeting and Luncheon, 
Waldorf Hotel. London. 

16.—Publicity Club of Notting- 
ham Annual! Ball. 

17.— Advertising Association 
Club Development Commit- 
tee, Birmingham 

20-30.—Packaging Exhibition, 
Olympia. 

23.—Press Advertisement Man- 
agers’ Association Gala, 
Connaught Rooms, London. 

25.—BURNS DAY. 

27-29..-Amusement Trades Ex- 
hibition, Old Horticultural 
Hall], London. 

30.—Aldwych Club Cabaret, 

Savoy Hotel, London. 


Datis 

2-6..-Gift and Fancy Goods Fair, 
Harrogate 

4-14.—Hotel and Catering Exhi- 
bition, Manchester. 

16-20. Leather Goods Industries 
Fair, Kensington Palace 
Hotel, London. 

17-27.British Furniture Exhibi- 
tion, Earls Court. 

18-28. Midlands Building Trades 
Exhibition, Birmingham. 
18-28. -Modern Inventions and 
New Ideas Exhibition, Cen- 

tral Hall, Westminster. 

18.— Advertising Association 
Quarterly Luncheon, Clar- 


B.P.A.A. be L.P.A A. Pos- 


Master Sign Makers Associa- 
.—1.S8.M.A, Ladies’ Night, Gros- 


Conference, Harrogate. 
ily Despatch Brighter 


Fair and Television Exhibi- 


.—Publicity Club of London 


GRAND _ NATIONAL, 


OXFORD AND 
BRIDGE BOAT RACE. 


L.L.P.A. Week-End Course 
in Advertising, Durham. 


work of members and staffs, 


Annual Meeting and Dinner, 
Dorchester Hotel, London. 
Aldwych Club Golf Circle 


Hurst Golf Club, 
27—May 7.—English Amateur 
San Royal 
27 May 8. BRITISH INDUS- 
TRIES FAIR, Earls Court 


Eastbourne, Civic Reception 


11-16.—Glass Industries Exhibi- 
tion, New Horticultural Hall, 
London. 
—N.A.GS. Spring Meeting, 
” Walton Heath. 

16-20.—British Federation of 
Master Printers Annua! Con- 
gress, Bournemouth. 

21.—Publicity Club of London 
luncheon to the Lord Mayor, 
Cafe Royal. 

27-30.—Industrial Exhibition, 
Belfast. 

27—June 10.—London Fashion 
Fortnight. 


JUNE 
DATES 


2.—THE CORONATION. 

3-6.—-Bath and West and South- 
ern Counties Show, Bath 

4..-The Oaks, Epsom. 

6..-DERBY DAY, Epsom. 

8-10.-—British Poster Advertising 
Association Conference, Tor- 
quay. 

8-18.—-British Plastics Exhibition 
and Convention, Olympia. 
—-ENGLAND v. AUS- 
~-TRALIA (First Test Match) 
Nottingham 

11.—The Queen's Birthday. 
Trooping of the Colour, 
Horse Guards Parade. 

15.--Review of the Fleet, Spit- 
head. 

16-19.—Royal Ascot Race Meet- 
ing. 

16-26.—-Business Efficiency Exhi- 
bition, Olympia. 

22—July 4.—All-England Lawn 
Tennis Championship, 
Wimbledon. 

23-26.—Royal Highland Show, 
Alloa. 

— —H.M. The Queen and 

H.R.H. Prince Philip visit 

Scotland. 

25.ENGLAND v. AUS- 
TRALIA (Second Test 
Match) Lord's. 

30—July 11.—-British Instrument 
Industries Exhibition, 
Olympia. 


JULY—DECEMBER 


9-10.—H.M. The Queen and 
H.R.H. Prince Philip visit 
Wales. 

14.—Military Tattoo, White City 

15.—N.A.G.S. Summer Meeting, 
Berks Golf Course. 

22-25.—-Royal Welsh Show, 
Cardiff. 

23.—ENGLAND v. AUS- 
TRALIA (Fourth Test 
Match) Leeds. 


AUGUST 

DATES 

4-8.— Dublin Horse Show 

18. —-ENGLAND v. AUS- 
TRALIA (Fifth Test Match), 
The Oval. 

23—Sept. 12. EDINBURGH 
FESTIVAL OF MUSIC 
AND DRAMA, 

26—September 15.--Ulster Own 
Ideal Home Exhibition, Bel- 


fast. 

3i—September 4.—ESOMAR 
Conference,  Vevy, near 
Montreux. 

SEPTEMBER 

DATES 


1-12.—-Radio and Television Ex 
hibition, London. 

3-17.-Engineering and Marine 
Exhibition, Olympia 

7-13.—Flying Display and Exhi- 
bition, Farnborough. 

7-10.—Chemists Exhibition, Old 
Horticultural Hall, London. 

9-19.—Ideal Home Exhibition, 
Leeds. 

23—October 17. Midlands Ideal 
— Exhibition, Birming- 
am 


OCTOBER 

Dates 

1.—Aldwych Club Golf Circle 
President's Day, Old Fold 


Manor. 

5-9.--Shoe and Leather Fair, 
Olympia. 

8.—-N.A.GS. Autumn Meeting, 
Sunningdale. 


21-31.—International Motor Ex- 
hibition, Earls Court. 


27-30. Dairy Show, Olympia. 
NOVEMBER 


idges Hotel, London. MAY JULY DATES 
20. -1.8.M.A. Students Confer- D ‘9a as 11.--Newspaper Society Half 
ence, Victoria Halls, Blooms- ares . enley Regatta Yearly Meeting. 


bury Square, London, W.C.1. !*3 an tae 2-3.—H.M. The Queen and  14-21.—Cycle and Motor Show. 


; , 3. ‘ ; € lip visit Earls Court 
25-26.—Modern Gardening Ex ' : H.R.H. Prince Philip jarls Court. 
; hibition, New Horticultural 1-4. “LS. _~ Annual Confer- Northern Jreland 16—Besember 2. Building 
Hall, London. saya orqnay. 7-10.—Royal Show, Black pool. Trades Exhibition, Olympia. 
27.-Institute of Public Relations 2 ~F-A. Cup Final, Wembley. 9--ENGLAND v. AUS- moe : 
Annual Dinner, Kensington 5-9.--Spring Show and Industries TRALIA (Third Test Match) DECEMBER 
Palace Hotel, London. Fair, Dublia. Manchester 7-11. Smithfield Show, London 


—_ - — 


| 


| Le ~~" ~ DISTRIBUTION of CIRCULARS and SAMPLES 


iN TOWNS THROUGHOUT BRITAIN 
Send for booklet giving full details of —" available 


CIRCULAR DISTRIBUTORS LTD. * LEIGH STREET, LIVERPOOL 1, (ROYAL 8861) 


anes HOUSE, 215/221 REGENT STREET, LONDON. (REGENT 1081 
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ADVERTISER'S WEEKLY 


HOT WAR 


Competition between newspapers 
and magazines for advertisers’ 
money grows hotter. This is a 
natural sequel to the partial 
freeing of newspapers from the 
bonds of newsprint shortage. 
As a stimulant to enterprise, it 
should be welcomed. It is a 
battle between giants. 

Newspapers can again offer, as 
they could not for years, big 
spaces in which advertisers can 
use shock tactics to introduce 
new products or boost sales of 
old ones, 

ihe popular magazines, with 
sales rivalling in their millions 
those of the national news- 
papers, can justly claim, 
especially in the women’s field, 
to be a top rank national 
medium. Moreover, the facili- 
ties most of them provide for 
first-class colour add immensely 
to their appeal. 


Working out 


In our recent Survey of Appro- 
priations, we forecast how the 
battle would go. Appropria- 
tions generally, we said, would 
be bigger. The press share of 
the total would slightly in- 
crease. Newspapers would take 
a larger share of the press 
allocation, magazines, in pro- 
portion, less. But we were 
careful to stress that this did 
not mean a fall in magazine 
advertisement revenue. 

So far, this forecast is working 
out. Provisional figures issved 
hy “Statistical Review” show 
that while mewspapers, in 
October, took 24 per cent more 
in revenue than in October 
1951, magazines were also up 

by 11 per cent. 

On this showing, both magazines 
and = mewspapers are doing 
pretty well. 


Changed picture 


Advertisers are being battered 
almost to bewilderment by the 
claims of these rival (though 
often’ complementary) media. 
To suggest how they should 
react would be impertinent. 
No one can judge competing 
claims except in relation to the 
requirements of a campaign. 

One point, though, may be made. 
Pre-war patterns of media 
planning do not necessarily 
hold good to-day. Changes in 
reading habits and publishing 
policy have radically altered 
the pre-war picture. What 
counts in 1953 is what media 
can offer now. 


SN’T mankind abominably 

selfish? Now let's be 
straight and fair about this, be- 
cause it 1S well said that con- 
fession 1s good for the soul. 

How many of us, looking at 
another man’s job, knowing little 
about it, persuade ourselves we 
know more than the expert who 
has been doing that job all his 
life? I believe that this applies 
as much, if not more, to adver 
tising than anything else in the 
daily life of a business man 

I make my confession now. I 
am quite self-opinionated about 
advertisements, very critical of 
them, and condemn most of them 
The advertisement that makes 
you read a lot of small print, 
and having read it, you forget 
what the advertisement is for: 
an advertisement for a gene-ic 
article such as beer that does not 
impress the name of the brewer 
firmly and indelibly on the mind; 
the advertisement that gives you 
a name but does not tell you 
what is for sale; I] could give you 
examples of all these 

On the other hand there are 
many examples of what I think 
is extraordinarily good advertis- 
ing. No one, however. is in a 
position to criticise an advertise 
ment unless he knows the under 
lying motive of the advertiser 

Of course the whole matter 
of motive, cause and effect 
is exceedingly involved; and 
it is not the proper function 
of an ordinary business man 

who has not made the closest 
possible study of the subject 

to lay down the law I go 
nap on the expert The only 
discretion which | think a busi- 
ness man should exercise is in 
the choice of which expert he is 
going to use, but use him he 
should. 

Advertising can absorb much 
money with little effect, but 
rightly timed and handled it can 
establish — the whole goodwill, 
turnover, and future prosperity of 
a business. 

1 am frequently approached 
by youngsters to advise them on 
the course of business they should 
pursue and not a few of them 
want to be salesmen. Some want 
to sell space, and that to my 
mind is one of the most difficult 
things that any youngster can try 
to do. When they come to me 
and want to sell space | ask them 
a few simple questions about 
printing, proof correction, type 
script and the like. Usually 1 
find complete and appalling 
ignorance, but they still think 
they can sell space! To sell a 
blank page to a commercial man 


in order to bring a proper yield 
on his expenditure requires, to 
my mind, as intense and detailed 
a technical training as any quali- 
fication for the professions. I 
offer my respects to the really 
efficier, advertising expert, who 
only uses the words “advertising 
practitioner” to cover the vast 


GUEST COLUMN 
by 
Sir Graham Cunningham 


chairman and managing director, 
Triplex Safety Glass Co. Ltd. 


knowledge which he must possess 

Much as I respect the expert, | 
also think that the client (especi- 
ally a managing director) owes it 
to himself to take an intelligent 
interest in the technique of ad- 
vertising—just as he probably 
has to know something about 
factory production methods, 
scientific research, accountancy, 
personnel administration, and 
heaven-knows how many more 
things. A business man who has 
to deal with advertising problems 
should make a point of under 
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mat How ads. build business 


standing the basic principles of 
copywriting, layout and produc- 
tion (above all, he needs to know 
what can, and what cannot, be 
done in a given time!). 

This does not, of course, 
absolve the advertising agent 
from making it Ais business to 
understand the client’s problems 
Some advertising men (happily. 
in a minority) imagine that the 
client should take all their recom 
mendations without argument. 

Advertising is in reality but one 
facet of a public relations pro- 
blem confronting every business 
man—and that problem may have 
to take into account many 
different sets of people, including 
the public or particular sections 
of it, workpeople, and other con- 
cerns in the industry, professi 
Government departments, local 
authorities, and so on. 

Only the advertising man who, 
in his recommendations, takes 
into account all these people and 
circumstances will do a good job 

In short, as someone remarked 
many years ago, a good adver- 
tising campaign is the result of 
co-operation between the good 
agency and the good client 


@ Development of a class pic- 
torial newspaper is the 


declared Associated News- 
papers’ policy for the future of 
the recently acquired “Daily 
Graphic” (to be renamed 
“Daily Sketch”). But Fleet 
Street is awaiting sharp re- 
action from the “Daily Mirror” 
to the prospect of a serious 
challenge to iis unique posi- 
tion. 

@ Investigations are being 
made into the possibilities 
of developing the use ol 
long-life fluorescent inks on 
packs for self-service stores 

@ The national executive of 
the Hairdressers’ Federation 
is to consider a proposal by 
London and Home Counties 
hairdressers that the Inter- 
national Hair and Beauty 
Fair should” he revived. 
Manufacturers who would 
back it want the event to be 
staged in London. 

@® New Zealand's £15 million 
pulp project is developing, 
and a Lancashire firm may 


get a £500,000 order for 
newsprint machinery. 

@ New technique is being tried 
in British films for commer- 
cial TV. The American- 
style plugs are to be aban- 
doned in favour of brief 
chats on everyday subjects 
leading up to the product 
naine. 

® Union resistance is holding 
up a plan to print a 
northern edition of the 
Weekly Overseas Mail 
(Home Edition). 

®@ Record grape crop is ex- 
pected in South Africa this 
season. A big campaign 
will be run to sell four mil- 
lion boxes in Britain. 

® Big advertising agencies are 
now quietly carrying out mar- 
ket research overseas in pre- 
paration for a_ reinvigorated 
export drive. The hope is that 
the Chancellor will offer 
greater incentives to exporters 
in his April Budget. 
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ADVERTISER’S WEEKLY 


rT\O tackle the job of national 
advertising with the few 
miserable thousands of pounds 
the average resort is Statutorily 
permitted to allocate for this 
purpose must seem to those 
used to. large commercial 
appropriations either very 
brash or hopelessly heroic. 
Nevertheless the men of my ilk 
have been doing the apparently 
impossible year after year. 

‘The explanation is that resorts 
get a lot of help from British 
Railways, coaching concerns, bus 
companies, and = travel agents 
whose interests are parallel. 


Resort Publicity—1 
Advertising to influence 
people in their choice of 
holiday started in the national 
papers this morning. The 
principles behind this kind 
of advertising are described 
here. A later article will 
show how these principles 
are applied in the publicity 
work of a typical seaside 
resort—Hastings. 


‘This assistance must very nearly 
double the effectiveness of the 
average resort appropriation, 

Before money could be spent 
on advertising out of the rates, a 
Bill had to go through Parlia- 
ment giving the necessary per- 
mission. ‘This happened in 1921 
when resorts were allowed to ex- 
pend up to, the value of a penny 
rate out of profits on entertain- 
ments lo one or two towns, 
such as Blackpool, which already 
possessed Parliamentary powers 
under a local Act, and Hastings, 
which had built up a substantial! 
voluntary effort, the 1921 Act 
meant valuable augmentation 
only, but to the majority it meant 
the creation of a new department 
Subsequent Acts increased the 
spending power to a 1 1/3d. rate 
and removed the absurd clause 
concerning the profits from enter- 
tainments. The permitted figure 
was raised to 3d. by a further Act 
in 1948 —and as, since that year, 
advertising costs have gone up by 
another 40 per cent or so, the 
present 3d. rate is just about 
equal, in effect, to the original 
penny rate in 1921! 

Hastings, for one, has re-estab- 
lished with considerable success 
the voluntary principle to aug- 
ment the small outlay which, in 
the opinion of Parliament, is 
sullicient to advertise nationally 
a business with a capital of many 
millions —for any large resort is 
just that. 

The first’ essential of all 
resort publicity is attractive 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 
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To-day invitations west out to 1953 holidaymakers: 


Write :or booklet 
they all say 


literature, A resort has no shop 

window in which to display its 

goods to its potential clients 

neither can it send them 
samples. It must essentially rely 
on its booklets and folders to 
sell its wares. It follows that 
the objective in all its advertis- 
ing must be to circulate book- 
lets to the best advantage. You 
will never see a seaside or spa 
press advertisement or poster 
which does not urge the public 
to write in to room so-and-so 

or department this-or-that for a 

“handsome brochure.” 

It is symptomatic of modern 
trends that the tendency in resort 
literature is more and more in 
the direction of colour and 
brightness, for which the public 
seems to hunger Even the 
staidest resorts to-day introduce 
into their literature a substantial 
leaven of “cheesecake.” 

The most effective way of 
drawing applications for guides is 
press advertising. The resorts 
owe a great deal to the co-opera- 
tion of the national newspapers 
in running “market-place” fea- 
tures weekly. No resort around 
the coast could afford to take big 
spaces regularly out of the appro- 
priation it 1s allowed to spend. 

The features are in them- 
selves advertisements for holi- 
days in general and all the 
public has to do is to pick out 
its fancies and write for guides. 

Even the smallest towns, by 

going into the features occa- 

sionally, can obtain replies by 
the thousand. 

Poster advertising is usually 
done in conjunction with British 
Railways one of the chief 
examples of how community of 
interests brings about a supple- 
mentation of the resorts’ limited 
statutory powers. The towns and 
the Railway regions share on a 
pre-arranged basis the cost of 
production and the Railways put 
up the bills—usually double- 
royals——as part of their own pro- 


paganda, charging the resorts 
nothing for the display. A few 
towns run their own poster 


schemes, and most have double- 
crowns for the stations and offices 
of road-travel concerns 

The resorts which have suffered 
most in the post-war years are 
those which used to have a winter 
season. Modern taxation has re- 
duced the classes which in the 
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main, constituted the winter 
“customers.” ‘The loss, however. 
has to some extent been made 
good by the post-war develop- 
ment of Britain into a land of 
talkers. ‘The number of annual 
conferences now held runs into 
hundreds and possibly nears the 
thousand mark-——more than twice 
as Many as twenty years ago. 
These tribal pow-wows take place 
in spring and autumn and, in 
effect, very helpfully extend the 
season at both ends. Competition 
between seaside towns and spas 
to secure these gatherings is 
naturally very keen and every re- 
sort must have some organisation 
to obtain and cope with them. 
Besides the main brochure or 
“guide” there must also be an 
attractive throwaway folder to 
enable resorts to take full advaa- 
tage of another of the channels 
of publicity which cost them 


nothing—apart from the cost of 
the folder—the help of the travel 
agencies. These agencies can 


absorb as many folders as the 
resorts can afford to send them 
The folder is also useful in rail- 
way bureaux, coach and bus in- 
formation offices, and in the wel- 
fare organisations of big firms. 
The average large resort gets, 
say, 25,000 replies a year to its 
advertisements. In response to 
these it must send to each appli- 


cant a guide-booklet together 
with a reasonably complete 
accommodation register. It is in 


the latter that marked divergence 
is evident, not in principle but in 
methods of application. Some 
resorts merely sell space in their 
guide to hotels and boarding and 
guest houses and leave it to the 
advertisers to say more or less 
what they want to. Such adver- 
tisements are invariably bound 
into the guide. Others prefer to 
keep the latter free of advertis- 
ing matter but stil! let the hotels 
have free rein in a separate pub- 
lication. Some vet the hotels’ 
announcements. Others, only a 
few, insist that the hotels shall 
give full factual particulars giving 
both maximum and minimum 
rates. These few, I feel, are the 
wise Ones. Their registers may 
not make such attractive reading 
to the easily pleased types, but 
they will in time acquire a repu- 
tation for reliability which will 
more than make up for the 
omission of such glamorous but 
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iil-reputed” statements as ‘close 
to sea,” “every modern conven 
ence,” “luxuriously decorated 
throughout, and so on. 

One other activity in the essen- 
tial class is advertising in certain 
travel and holiday periodicals 
Many people consult these nowa- 
days, before making up ther 
minds where to go. 

These, then, are the essentials 
common to all: 

An attractive guide-brochure. 

2. Press advertising designed to 
induce people to write for it. 
A good throwaway folder. 
An accommodation register. 
._ An organisation to get con- 
ferences and jook after them. 

6. Posters for railway sites. 

7. Ads. in travel periodicals. 

An information bureau might 
have been added. Every resort 
has one, but although it is usually 
run by the publicity people, it 
does not strictly come under the 
heading of publicity. 

These essentials constitute the 
main attack. But attacks in war 


a) 


aL 


by W. I. DYER, 


director of publicity, County 
Borough of Hastings, who is 
the father of resort publicity 
officers in this country: He 
has been on the job since 
April 1919. 


are usually preceded by a barrage 
to “soften the ground.” Every 
resort with a properly organised 
publicity department promotes 
softening-up activities of one 
sort or another. It should be 
emphasised, however, that 
nothing takes the place of good 
hard-hitting advertising One 
often hears it said that such-and- 
such an article in a newspaper, 
some piece of film publicity or 
the securing of some special 
event is worth far more than the 
money spent on advertising 
Rubbish! Such publicity wind 
falls have their value--and con- 
siderable it is—but only from 
the point of view of keeping the 
name of the town to the fore 
The frequent mention of the 
name of a town will not make 
people choose nt for holidays. 
All other activities—partici- 
pating in exhibitions, tours by 
publicity vehicles, window-dis- 
plays, etc.—are subsidiary to 
the main objective of circulat 
ing the booklet and accom 
modation list. Every resort goes 
nap on these publications and 
stands or falls by the effective- 
ness with which they do their 
job. Even the throwaway 
folders, some of which are quite 
elaborate, are only tasters 
They all bear an invitation to 
write in for the hooklet 
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SE Creative 


Sales Promotion 


The Astral Arts Group of Associate 
Companies offer a complete service 
for the design and production 

of modern Sales Promotion material. 


SE Astral 


Arts Group Ltd 


Centralised planning, visualising and copy writing 
together with over 50 leading designers 

and artists are at your service for creating 

selling publicity. A complete blockmaking, 

paper and print service ensures 

co-ordination between design and production. 
MERCURY DISPLAYS LTD 

Design and construction for Display and Exhibition. 
Dealer servicing and storage. 

ATLAS PHOTOGRAPHY LTD 

Monochrome and Colour photography. 

Quality printing and giant enlargements. 

ANVIL PRESS LTD 


Editorial and Publishing for Technical 
and Prestige Brochures. 


If our Organisation can assist you, 
please contact Group Director, W. Warner 


ASTRAL ARTS GROUP LTD 
171 NEW BOND STREET, W.1 
GROSVENOR 8711 


ee To the British and London Poster Advertising A 
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£750 in prizes 


Intending competitors 
are reminded that the 
closing date for entries in 
the Internatioral Poster 
Advertising Competition 
is 31st January, 1953. 
The theme to be 
illustrated is the power 
of colour in advertising, 
when applied to Posters— 
where the use of colour 
is unlimited. The 
competition is open to 
all and there are separate 
prizes for professional and 
non-professional artists. 
PANEL OF JUDGES: RONALD BROWNE, TD, 


MA. FLPA., £. H. FORD, OBE., Past President 
Town Planning inst. ASHLEY HAVINDEN,OBE, 


R.DI.FSLA. FH. K. HENRION, MBE, FS.1A GEORGE MILLS, President, 
Outdoor Advertising Industry Advisory Committee. C. 8. WREY, Chairman, 
Executive Committee, 1S BA 


48 Russell Square, London, W.C.1 
Application for Entry Form 


Name 
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This was the 
AD. OF 
THE YEAR 


to his 


people 
even to 
the end 


in Copytaster’s 


SAND YOUR DONATION TO 186 


NEW 
YEAR 
HONOURS LIST 


KING GEORGE VI 
NATIONAL MEMORIAL FUND 


THE LORD MAYOR. LONDON. EC 4 


Ga TO TOUR NEAREST SUPPORTING FUNO 


The Voice of Kent. 
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MESSENGER 


The County Paper of Kent 


HEAD OFFICE - - MAIDSTONE 
LONOON - 60 FLEET STREET 
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HAT was the best adver- 

tising campaign of 1952? 
Which was the best piece of 
copy, the best layout or the 
most brilliant selling idea? 

Nobody could ever tell you. 
Tens of thousands of advertise- 
ments are published in a year, 
and nobody can see them all. 

I once found in a West Country 
weekly, a series of reader-adver- 
tisements for a local greengrocer 
that would have caused a minor 
sensation in advertising circles 
had they appeared in a national 
newspaper. One of my own 
satisfying campaigns appeared in 
only one paper—a magazine 
devoted to coach-building. 

So I can only talk about the 
minuscule fraction of the adver- 
tising industry’s output that hap- 
pened to come my way in 1952. 
If your brilliant achievements are 
not mentioned, it is the fault of 
your space buyer for putting them 
in the papers I do not read. 

The best single advertisement 
of 1952, I think, was very nearly 
the most simple of them all: the 
advertisement for the King 
George VI National Memorial 
Fund. 

_With a photograph of the late 
king was the sentence “He gave 
himself to his people, even to the 
end.” and I can think of no 
better epitaph and no words 
better calculated. to touch the 
public's heart and pocket. 

How the words were written, 
and by what miracle they success- 
fully ran the long gauntlet from 
copywriter’s desk to final pub- 
lication I do not know. Did the 
advertising agency “submit a 
number of ideas for considera- 
tion” as agencies so often and 
injudiciously are apt to do, or 
did soMe_ perspicacious copy 
chief snatch the phrase hot from 
the copywriter’s forge and say: 
“This is it. don’t waste another 
drop of ink!” I would like to 
think so, and that as the sentence 
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GUIDE TO THE AGA WAY OF LIFE 
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Campaign of 
the year 


These ads. for Aga are part of 
the campaign Copytaster puts top 
for this year. The writer “is on an 
easy wicket,” says the citation, 
“but not many of us could knock 
up the runs with such grace and 
charm. The Aga is news to 
hundreds of thousands of readers 
and the writer can write hundreds 
of words without wondering 
whether anyone will listen.” 


HOW TO BE HAPPY 
THOUGH MARRIED 


Feed the Brute 


and pop him in a Good Hot Bath 


4 GOUD HOME resotves around good cooking 


£2 4 month (say 10/. a week) to buy 
1) a week te rue 


COOKER AND = 
WATER HEATER = 8 Hew 
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ADVERTISER'S WEEKLY 


8 MILLION PEOPLE visit Blackpool. 


Thousands of coaches and cars. 


Train loads of potential buyers. 


NEW MACHINERY gives greater 
brilliance and clarity. 


News readable at a distance of 
half-a-mile. 


Lowest rate per reader. 


A16 mm. FIM { Ja Lf NON-STOP OPERATION. 


IN COLOUR is 
has been prepared / | Latest news appears first on 


showing the location 
and operation of 
the sign, 


The film will be loaned =~ Ideal for short term advertising 


or demonstrated to you 


a campaigns. (ROYAL AGRICULTURAL 
SHOW July 7th to 10th 1953.) 


Blackpool's Electric News Sign. 
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When 
Export Trade 
has to be 
promoted 
and sustained 
no other 
publication 


in the world 
Can equal 


THE 
ILLUSTRATED 
LONDON 
NEWS 


W. J. COWAN”* ADVERTISEMENT MANAGER 
Ingram House * 195/198 Strand * London W.C.2 
Temple Bar 5444 
David KITCHING, Northern Representative, 
4, Chapel Walks, Manchester 
Telephone: Blackfriars 4109 


Copytaster’s Honours 


List—continued 


went onwards and upwards 
through the inevitable commit- 
tees, even the ranks of Tuscany 
could scarce forbear to cheer. 

However it came about, the 
credit goes to Philip Stobo of 
Benson’s who wrote it, and to 
everybody who saw that it was 
strong enough to stand alone, 
without the paragraphs of copy 
that are so often put into an ad- 
vertisement more to make the 
client feel he is getting his last 
pennyworth than to add to the 
persuasion 

Have | been ‘oo enthusiastic 
about these nine or ten shining 
words? If you think so, search 
the newspaper files for all that 
was said and written about the 
king’s death, and you will find 
nowhere a sentence so econ- 
omical, so powerful, and so 
infinitely touching 

* * * 

[HE BEST advertising campaign 
I have seen in 1952 is for the 
Aga cooker. People tell me that 
in some parts of England and 
Wales the possession of one of 
these cookers gives a Woman 
about five times the social pres 
tige she could have obtained by 
putting a television aerial on her 
roof. The question whether this 
should be credited to the advertis- 
ing or to coal rationing is moot, 
but it certainly eases the copy- 
writer's task to-day by assuring 
him high readership for his 
advertisements. The Aga is news 
to hundreds of thousands of 
readers, and the writer can—and 
sometimes does—write hundreds 
of words without nervously won- 
dering whether any more will 
listen. He is on an easy wicket 
all right, but not many of us 
could knock up the runs with 
such grace and charm as he has 
displayed time after time in 1952. 

To write copy for a competitor 
would be a heartbreaking task. 
partly because one would have to 
fight so much harder for atten- 
tion, but mainly because one 
would need to stress the selling 
points so strongly to overcome 
the readers’ infatuation with the 
Aga that the copy would be 
bound to lose most of its sparkle 
When oge thinks of all the advan 
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tages enjoyed by an undisputed 
market leader such as Gillette 
blades. Player's cigarettes, Gibbs 
toothpaste, or Dunlop tyres, it 
is a wonder that competitors 
make any progress at all against 
them. It can be done, and leaders 
have been toppled down, but it 
has usually occurred because they 
were complacent and proud, and 
began to think that forceful 
salesmanship and persuasive copy 
were vulgar and harmful! to their 
prestige. The Aga people are 
not likely to make that mistake. 
At its price the Aga is by ro 
means invulnerable to competi- 
tion, but the advertising campaign 
is surely doing a great deal to 
protect it. 
* * * 

THERE ARE so many other 
campaigns that certainly ought to 
be found a place among the New 
Year Honours, that to list them 
all would be tedious, Dannimac 
raincoats photographed through 
wet sheets of glass, with one huge 
white raindrop deep-etched on 
the half-tone were visually very 
memorable. Araby soap’s lady in 
a cage with the headline: “Set 
your beauty free,” was the ad- 
vertisement of the year in the 
beauty-preparation _ field. Air- 
Wick’s rude headlines and bril- 
liantly clever comic-strip cam- 
paign were a joy to people who 
enjoy that sort of thing. Essolube 
caught the public eye with one 
brilliant advertisement featuring 
a baby’s wink, but then sank 
back into advertising obscurity 
again. Cadbury's chocolate bis- 
cults were reported to have 
scored world-record results in 
attention and impact tests with a 
picture of a block of milk 
chocolate melting over some bis- 
cuits, and were sincerely flattered 
by a later advertisement showing 
a bowl of stewed fruit pouring 
into a package of somebody's 
fruit gums. “Schweppervescence”™ 
pursued its brilliant way, and 
was, perhaps, not unflattered by 
Pimm’s No. 1, which began a 
campaign full of words like Pim- 
mense and Pimmediately. 1 
think I can safely guarantee that 
there will be no imps of mischief 
in that campaign unless the copy- 
writer is particularly Pimmodest. 

4 Happy New Year to you 
all, and may your every cam- 


paigen be crowned with success in 
1953. 


al b “Frankly, it stinks!” sow THE LEADING SOPRANO 


Tectiess but true! And that's how Mother learnt shout Air-wieh, the only household 
emell killer that cons chlorophyll Aw wick kill unpleasant indoor emelle ond 
freshe as the atmosphere at the same time 
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“The rude headline and brilliantly clever comic-strin were a joy to 
people who enjoy that sort of thing.” 
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“FOR BETTER SELLING 


exmseron Moron SPORT 


The BROOK Projector shows up to 40 
minutes of sound film in daylight, repeating 
indefinitely. Available on hire. 


THE MONTHLY MOTORING MAGAZINE 


Published on the Ist of 
the Month for over a 


Quarter of a Century 


POINT OF SALE 
The ‘AMPRO’ repeater—the projector in a suit- 
case. Ideal for showing sound films of up to 10 


mites 10 saul! matencee ar nse wave =| CHE steady rise in the MOTOR 


Office. Film sername re-wound. Price £242. 


SALES TRAINING Sport circulation enables your 


The SOUND FILMg 
STRIP projector, 


“gg tae client to display his products 
inn age Pn 7 

| sree ai before 1,000 new prospective 

| toe retalle, 

| Price £55.6. 


customers every month 


For full inform nati 
please write to The S Sales Manager, 


SOUND-SERVICES LTD 


269 KINGSTON ROAD, LONDON, §.W.19. TELEPHONE LIBERTY 4291 
An associate of the Film Producers Guild, 


GUARANTEED CIRCULATION 


wees 58,0O0O - 


Members 


of the 


Audit Bureau of Circulations 


Advertisement and Editorial 


UNDER ONE ROOK ne 


Lal 15/17, CITY ROAD, LONDON, E.C.I 
il, | | 


ie | 
Letterpress . Nbscreen | 


Phone: SHO 6281 


¥. Cflerke $ Go. Gndon Ltd ‘TEESDALE PUBLISHING CO. LTD. 


NEW INN YARD EAA 


Telephone : MONarch 8944 
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DAILY HERALD families— 
amongst the nation’s biggest 
buyers of consumer goods— 
will buy more of your products 
this year... 


January 1, 1953 


... their incomes are higher 
than ever, and in half of 
DAILY HERALD homes there are 


two or more wage earners... 


... the buying power of this rich 
and discriminating market can 
make a tremendous difference 
to your 1953 balance sheet ... 


... the DAILY HERALD offers 
you a market of 6,750,000 
men, women and children: 53% 
of those families see no other 
national daily newspaper .. . 
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.. DAILY HERALD readers 
are influenced by editorial 
and advertising alike in 
their own newspaper, 
beeause they believe in if. 


The brightest idea for a 
PROSPEROUS New Year is, 
throughout §953, to INVEST 

IN THE 
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In Denmark point-of-sale accounts for 47% 
of ad. expenditure 


N assessment of advertising expenditure in Denmark 
published in 1949 included figures for window displays. But 
the estimates covered only the direct costs and were further 


based on rather rough calculations. 


costs of the window displays 
was started a year ago. 
Results are published in book 
form by the Danish Association 
of Window Display, which 
forms a part of the Danish 
Advertising Association. The 
survey was undertaken for the 
association by the [Institute of 
Selling and Advertising at the 
Copenhagen University of 
Commerce, under the guidance 
of Max Kjeer Hansen, professor 
of marketing. 


Costs of wholesalers’ and pro- 
ducers’ window displays are not 
included. On the other hand, 
producers of proprietary goods to 
a great extent give the retailers 
material for display and the 
producers’ staff help the retailers 
with the dressing of the windows. 
The expenditure on these service 
arrangements are included in the 
estimate, The expenditure of the 
department stores is kept sepa- 
rate, ‘ 

The basis of the calculations 
is the number of shops in 
the different trades, and the 
average number of windows per 
trade. From these figures the 
total number of windows in the 
special trades are computed. This 
information—and figures for the 
average rent of the different trades 

are only available for Copen- 
hagen, and therefore the basic 
calculations are made for this 
market, which contains about 28 
per cent of retailers in Denmark 

Total costs may be divided as 
follows: 

Direct costs: (1) Decorator- 
wages, (2) expenditure on decora- 
tion material, (3) lighting ex- 
penses and (4) decrease in value 
of goods displayed. 

Indirect costs: (1) Share of the 
rent with which the windows may 
be debited. Further expenditure 
for maintenance and payment of 
interest (2) on window-boxes 
(background, etc.), (3) in window- 
equipment (busts, window-shelves, 


etc.), (4) on signs and (5) on 
electrical installations. — Finally 


(6) expenses for window cleaning 
and (7) expenses for window-pane 
insurance, 

Indirect costs, it will be seen, 
are such as the retailer has to 


Advertising and 
selling problems 
in Switzerland? 


A special analysis of the 


pay whether he uses the window 
for advertising or not. 

Average costs for these cate- 
gories for Copenhagen are given 
in Table 1. 

Apart from the total given in 
the table which is the sum spent 
on window-displays by the ordin- 
ary retailers, it is estimated that 
the producers of branded goods 
spend 2 million kroner annually 
on display material they supply 
to the retailers and 1 milhon 
yearly for window-dressing ser- 
vices, Further, the expenditure 
on window displays by depart- 
ment stores are estimated at 7 
millions kroner yearly, so that 
the total expenditure on window 
advertising of the retail trade in 
Copenhagen amounts to over 60 
millions kroner per year. 

Detailed calculaticns are only 
available for the retail trade in 
Copenhagen. ‘Total expenditure 
in Denmark has to be estimated 
according to the results of the 
analysis of this market, accord- 
ing to the number and size of 
retailers in the rest of Denmark, 
and according to the marketing 
conditions in the different areas. 
On this basis expenditure on dis- 
play in the rest of Denmark is 
estimated to be about 54 millions. 

Total advertising expenditure 
on window displays in Denmark 
in 1952 thus amounts to about 
115 millions kroner. 

Result of this analysis allows 
revision of the total advertising 
expenditure in Denmark. Expen- 
diture on other advertising media 
has been calculated for 1948 
Although the figure for expen- 
diture on display relates to 1952, 
the report adds this to the 1948 
to get an estimate of the total 
expenditure on advertising expen- 
diture in Denmark. This amounts 
to 245 millions kroner, consisting 
of: (1) press, 90 millions; (2) 
print, 17 millions; (3) films and 
slides, 5 millions; (4) outdoor ad- 
vertising. 4 millions; (5) displays, 
115 millions; (6) exhibitions, 
7 million; (7) other media, 2 mil- 
lions; and (8) advertising manage- 
ment, 5 million. 

Display constitutes no less than 
47 per cent of the total expen- 
diture. 

It is to be hoped, concludes 
the report, that expenditure in- 
vestigations in other countries 
will include a more thorough 
analysis of this medium. 


Direct costs 


Decorator wa 
Expenditure « 


ges 
yn display material 


Lighting expenses 


Decrease in v 


alue of goods displayed 


Total direct costs 


Indirect costs: 


Share of rent 
Maintenance 
Maintenance 
Maintenance 


and 


and interest on window boxes 


and interest on window-equipment 
interest on signs ; 


Maintenance and interest on electrica! installations 


Expenses on 
Expenses on 


[otal indirect 


Total expenditure on window-displays 


window cleaning 
window-pane insurance 


costs 


I BREAKDOWN OF EXPENDITURE ON DISPLAYS 


Expenditure 
1,000 kr. percent 
11,600 23-0 
6,200 12-2 
2,200 43 

500 1-0 
20,500 40-5 
9,100 18-0 
10,000 19-7 
1,500 3-0 
6,000 11:8 
350 0-7 
2,600 5-1 
600 1-2 
30,150 59-5 


. 50,650 100-0 
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TV battlein Thailand 


NEWS 
FLASHES 


Felevision is to be introduced 
in Thailand. Registration of Thai 
Television and Radio Broadecast- 


ing Co. has 


Several foreign firms are compet- 
ing for contracts to install trans- 
mission equipment, and there is 


likely to be co 
tion among 
turers. 

* 


Two more trade journals were 


expected in South Africa this 
month, 
United Trade Press promise 


the first issue 
South African 
Engineer, will 


of 2,000 copies. 
on a year’s contract, is £25 per 


insertion. 
The South 
Chemist, anot 


will also print 
size of full pa 
74 inches, and 


allowing for series discounts, is 


£18 per page. 
* 


Two courses 
recently starte 
School of The 
tical Publicity. 
to run for two 
are on “publici 
“creative techn 

* 


Several members of the (U.S.) 


Nationa! Sales 


a conference on selling and publi- 


city problems 
by the Union 


PUBLICITAS 


lisers. 
Brussels. 
¥ 
been announced. Die Welt, 


Publicontrol §S.A,, 


* * 


the German daily, 
and its Sunday edition, Die Welt 
am Sonntag, have appointed F. C. 
Urbach International Advertising 
representatives for 


nsiderable competi- Lid. as sole 
receiver manufac- Britain and the Empire. 
” * 


of their monthly, 
Garage and Motor 
have a circulation 
Full page rate, 


African Retail 
her new monthly, 
2,000 copies. Type 
ge is 94 inches by 
the minimum rate, 


* * 


in advertising have 
d at the Brussels 
oretical and Prac- 
Both scheduled 
years, the courses 4@ 
ty techniques” and 
iques.” 
* * 


Mrs. 
Certificate 


licity Ltd. 
Executive attended 


organised recently 
of Belgian Adver- 


General information and 


without obligation to you. 
Write to our fully equipped 
Foreign Department, 


is the leading and largest adver- 
tising organisation with 50 branch offices. 


D. 8S. McKinnell presented 


of Honour to 


G. E, N. Omaboe on his appoint- 
ment as manager of the outdoor 
department of West Africa Pub- 
while 
her husband, D. §S. 
managing director, Export Adver- 
tising Service Ltd.. on a tour of 
the agency's associates in Tropical 
Africa. 


accompanying 
McKinnell, 


exact estimates are supplied free and 


3 Av. Benjamin-Constant, Lausanne. 
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BUSINESS 


Two editions for world coverage * 12,000 copies of each every fortnight * 120,000 readers at home and abroad 


© A booklet describing circulation, readership 
<> 4 on E and free services is available — write or ‘phone MACHINERY LLOYD 


6 Cavendish Place, Regent Street, London, W.1. LAN 4204 


THE JOURNAL FOR SELLING ENGINEERING EQUIPMENT OVERSEAS 


} 


© [he’s as good as URGENTLY 
} Gy kes us WANTED 


4 


wa EQUIPMENT Your 
I~ SCRAP METALS 


TYPE NSA AIR BRUSH TYPE ACA AIR ELECTRO Ss : STE R E O S 
COMPRESSING OUTFIT | ZI NCOS : HALF TON E 
ae COPPER - BRASS 


TYPE NSE AIR BRUSH PRESSURE REGULATING® PLEASE SEND or LET US COLLECT 


. 
It is amazing what a difference it makes to have the Air Brush at your BEST PRICES PAID 
elbow . . . Studios where Aerograph Air Brushes are laid on individually 


for each artist report a striking improvement in speed of work, and IMMEDIATE CASH SETTLEMENTS 


still more — in quality. Aerograph Air Brush equipment, in full use, Pays 


its initial cost Over and over again. Write for booklet (SH), giving details ’ 
AEROGRAPH of Aerograph Air Brush and LAR R | SON S 


Air Compressing equipment. 
METAL SMELTERS AND REFINERS TO THE PRINTING AND 
AIR BRUSHES 


%& For precise adjustment of air pressure ALLIED TRADES FOR OVER FIFTY YEARS 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 E. J. HARRISON LTD. 
Telephone: Svdenham 6060 (8 lines) FOUNDRY - MILL GREEN ROAD - MITCHAM 


Showrooms :— London, Birmingham, Bristol, Glasgow, Manchester Telephone : Mitcham 223!-1881-4054 Telegrams : Destroying, Mitcham 
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PRINT FOR ADVERTISERS—1 


Special types would give ads. 


CORONATION 


By Roger Darcy 


How can an advertisement be given a Coronation look ? What, indeed, is 
the “Coronation look’’? The author, well-known newspaper and advertise- 


LOOK 
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galivh EGMONT 
CORVIN Us Deine Soy / 


| Septet Renee 


ment typography consultant, says this is the time to be adventurous in an 
elegant way, to “put your artistic young men on the job”. And, in the first 


of six articles, he suggests a number of types which might be used. 


us year’s Coronation pro- 
vides a first class oppor- 
tunity for advertising layout 
men and typographers to show 
refinement of taste hitherto 
unsuspected. 

At the last Coronation (May 
1937) there was not much interest 
in special typography—although 
there were plenty of tie-up adver- 
tisements, ranging from the pretty 
good to the ghastly. True, 
Stephenson, Blake introduced a 
Coronation type face, but it 
was rather like Corvinus, and 
there seems little evidence thai 
it was widely used. 

There are at least two reasons 
why this time special thought 
should be given to the use of 
special type faces linking up with 
the Coronation, One is that there 
seems to be a conscious effort to 
emulate the former Elizabethan 
age (there was no such possibility 
on the last occasion—after all 
there had been five — other 
Georges); another is that our 
taste has improved since the 
thirties. 

Everybody is going “Eliza 
bethan”; is it possible to reflect 
this in type? A study of English 
typefaces of the Elizabethan era 
will not help much. Exceptions 
are thone cast by John Day just 
after the accession of the Queen. 
His delightful italic letters might 
well be reflected in to-day's Blado 
(Monotype). At that time black 
letter was still very popular, Care 
fully handled with tasteful initial 
wood engraved letters they might 
be used again—-but might be too 
stodgy for some tastes. 

But the main emphasis in the 
Elizabethan era was on clegant 
writing. Gloriana, herself, was 
no mean penman. An easily 
obtainable example of her 
writing can be seen in Aubrey 
West's useful Written By Hand 
(Allen & Unwin). 

The Coronation of the second 
Elizabeth should provide an op- 
portunity for the use of script 
tvpe faces in advertisements 
Taste is, of course, a primary” 


consideration. Thus the types 
used should have verve but not 
vulgarity, dignity without dullness 
and a suggestion of pomp with- 
out pomposity. It will be the day 
of decorated types, the scripts and 
the classical. Sans types and the 
Egyptians will have to take a 
back seat temporarily. Victorian 
types (of the Figgins shaded 
variety) should be avoided like 
the plague. 

Advertisements which tie in 
with the Coronation give great 
scope for the purely typographi- 
cal layout. These, surely, would 
be the most tasteful. Advertisers 
could best pay tribute to the 
young Queen with austere lay- 
out, using classical type styles 
(Times, Perpetua, Baskerville, 
Caslon) with perhaps the insignia 
suggested by the Council of 
Industrial Design. Or for the 
more adventurous decorated types 
Or scripts could be used, in con- 
junction with roman faces. 

The regal atmosphere given by 
the use of black and red ink is 
another aspect which might be 
considered. The Order of Service 
for the last Coronation, using 
Times Roman and an engraved 
coat of arms by Reynolds Stone, 
is a fine example. 

Here are some scripts which 
might be used, either by them- 
selves or with classic body faces: 

A new face from the famous 


ALC 
DREN 


cr 


Bauer foundry (agents Soldans) 


is Stradivari 


us. The upper case 


I and J are a little weak, being 
too much like each other, but 
otherwise used as initial letters 
with other faces or on its own 
this face gives a certain air of 


exclusiveness. 


It can be used 


with the equally tasteful Corvinus 
(from the same designer—Imre 


Reiner). 


Soldans can also supply 


the Variante initials which are 
very decorative and can be 
used with other faces. Also from 
Bauer is Legend, which, used with 
care, can also give an air of 
elegance. But a word of warning 
here: Legend has alternative 


faces. 


In particular, there is a 


terrible upper case L which must 
be avoided. Make sure your 
printer or typesetter has all the 
face and give it the “once over” 
before you use it. 


Monotype’s Matura Scriptorial 
capitals are also interesting, but 
are a little heavy and must be 
used with care. Bernhard Cursive 
(often overworked before the war) 
can also be very smart, particu- 
larly when used on good quality 


paper. 


I am not so sure of 


Allegro—like Matura capitals it 
is a little heavy. The individual 
will have to decide on its use. 
Stephenson, Blake's Marina is 
perhaps the best of the formal 


copperplate scripts. 


Combined 


with a crown it should give off 


SFGAS 


VG LY. iR 


STUD WLYL 


Variante Initials, available from Soldans cast in three sizes, can be 
used as decorative initials in conjunction with the most varied type 


face: s to give an otherwise 


ordinary 


setting charm. 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


Stradivarius: New face from the 
Bauer Foundry. (Agents: Sold- 
ans Ltd.) 

Corvinus: Also from Bauer. De- 
signer was Imre Reiner. 

Reiner Script: Amsterdam Type 
Foundry, (Agents: Graphic Arts 
Equipment.) 

Lilith: To be handled with care. 

Rondo: Amsterdam Type Foun- 
dry. 

Egmont: Als, from Amsterdam 
Type Foundry. 


quite a regal air. Trafton has a 
certain flair, but the upper case 
Z and Q are a little weak com- 
pared with the rest of the alpha- 
bet. Two more scripts of interest 
are Holla (Soldans) and Reiner 
Script (Amsterdam Type Foun- 
dry). ; 

Avery decorative type is 
Lilith, but it would have to be 
handied with extreme care to 
avoid vulgarity. Single letters 
might be used with other faces. 
Jan van Krimpen has done some 
beautiful initials for the Curwen 
Press, which might also come in 
useful. 

Outside the field of scripts a 
good combination is Centaur with 
its italic Arrighi. Not many 
printers have these so that an 
effective and unusual combina- 
tion can be achieved. 

There is also the _ slender 
Locarno Italic which stands out 
well on a coloured background. 
Most appropriate is Bauer's 
Elizabeth. This is on a German 
body at the moment but, I under- 
stand, it is being cast on an 
English body and will be ready 
about the beginning of February 
from Soldans. It is an austere 
and classical roman face. 

Another type, Libra, based on 
4th century uncials, is also 
rather out of the period but has a 
formal, regal air. This is one of 
the Amsterdam Type Foundry 
types. Others from this foundry 
(London agents Graphic Arts 
Equipment) are Gracia, Rondo, 
and Egmont, al! quite useful for 
this subject 

Any attempt at Bauhaus Neue 
Typographie or patent medicine 
specials should be avoided at all 
costs. Let elegance be the aim; 
put your artistic young men on 
the job and you won't let Britain 
down. 


Walkers — 


(Showcards) Ltd 
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ADVERTISER'S WEEKLY 


the answer to an Ad. man’s 


prayer 
Advertisement, Pack 


and Poster Design .. . 


General Illustration 


Commercial and Industrial 
Photography . . . 


SALES-TALK and Fully Mechanised Screen 


Silvery script on pastel papers says “Yardley, Yardley, > —- 5 
Yardley”— and with such good effect that the customer, I rocess I rintin £ . a> 
too, says “Yes, Yardley, please” . . . Another sale. 

Another instance of how personalised packaging pays. 
Another good mark for Sanderson Signature papers. 
These personalised box cover papers, used by so many 
leading manufacturers, can be created for any product, 


introducing any name or trade mark. The extra cost is 


small, the attention value very considerable. Ask your 
box-maker for details . . . and about the Sanderson i a 7 
Range of Coronation Papers. 


SANDERSON MAKE | S } | 
canna 1 pales 


ADVERTISING - PHOTOGRAPHY 


a complete and competitive service 


handled by one group 


| 
! 
| 
52 BERNERS STREET, LONDON, W.1 | 


/A‘P*A* STUDIOS - 352/4 GRAYS 
| LONDON - W-C:l 


INN ROAD 
Telephone : TERminus 1184/5 
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Five qualities Lowest prices 


Layout Pads 


Manufactured by Holborn 6245-6 


Colyer C Southey Ltd. 


17-18 Tooks Ct., Cursiter St., E.C.4 


| tive walls. 
| example of good planning along 


| without cheesparing. 


R. P. Gossop «rp artists’ 
agents « 36 Carter Lane 
St Paul's £.C.4 « Central 6950 
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WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 
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Photographic Illustration Ltd 
85 Cromweil Road, S.W.7 
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BRIAN HILTON CHOOSES 


CALENDARS FROM HIS POST 


| January 1! And, to wish 

you every kind of New 
Year, here they are again—the 
calendars dignified, calendars 
beautiful, calendars — briskly 
efficient, and calendars just 
plain awful. 

If only everybody who plans to 
produce a calendar for 1954 
would think about it now—while 
they themselves are receiving 
other people’s calendars and are 
themselves in a selective frame of 
mind. Maybe some will realise 
when they have looked around 
that unless they are prepared to 
produce a calendar properly, they 
shouldn't attempt it at all; and 
mean 
extravagantly. There are one or 
two in the batch I have received 
this Christmas which are well 
designed and executed but not 
fantastically expensive, and 
though the natural temptation is 
to pick out for mention first the 
large and lavish, | am going to 
start with these more modest but 
good efforts 

Boulton and Paul's lovely job 
will find a place on many execu- 
It is an outstanding 


reasonable lines and of the best 
possible execution of that plan. 
It consists 
of a board 16 in. by 12 in. The 
top 9 in. is white and carries a 
plate-sunk picture, a beautiful 


Rowland Hilder painting of a 
Norwich scene (Boulton and 
Paul have head offices at 
Norwich). The lower 7 inches is 


of a pleasant flat grey with a hint 
of blue in it. A monthly tear-off 


' pad is neatly printed in black on 


fawn-grey with the dates clearly 
set in Gill extra bold. The name 
of the company is set in Bodoni 
at the foot, printed dark red. A 
dust cover which tells the story 
picture and carries the 
names and addresses of the com- 
pany. Altogether a fine combina- 
tion of the beautiful, the practical 
and the resultful 

The London Co-operative 
Society has adopted the same 
technique on a slightly smaller 
scale. Their picture is of their 
headquarters and is 
printed on the surface of the 
board instead of being mounted 
down The calendar pad is 
larger and none the worse for 
that though the large white block 
is a bit harsh right under the rural 
picture, and a tinted paper for the 
block would have been better. 1 
feel, too, that there was no need 
to put the words “With the Com- 
pliments of The Committee of 
Management’ before the name of 
the society. They do not add any 
thing material (the sending of the 


Dignified, beautiful or 


just plain awful 


calendar is itself a compliment) 
and they clutter up the foot of 
the calendar. 

The Yorkshire Post and the 
Birmingham Post calendars 
follow well-proved lines. Each 
consists of pages of pictures of 
particular interest to their readers 
with wire bindings to facilitate 
turning the pages. They will be 
as welcome as ever. 


Ellerman Lines send out a 


Bowater's object in’ preparing 
this year’s calendar was to draw 
attention to the great variety of 


graphic arts which depend on 
paper for their fulfilment. One 
of the earliest reproductions in 
the calendar is from a_ ling 
engraving by Diirer (471) to 
1528). The latest is from a wood 
engraving executed for a_ private 
press volume published in 1947. 

All the illustrations — were 
first produced by one of the pro- 
cesses of graphic reproduction of 
which paper is an essential 
element. Production was co 
ordinated by the S. T. Garland 

Service. 


calendar that will appeal to all 
men. Measuring 14+ in. high by 
10 in. wide, stiff covers contain 
six sheets of coated paper spiral 
wire bound and printed both 
sides. This gives a month to a 
page and twelve pictures with the 
utmost economy of paper. The 
top 7 in. of each page carries a 
painting of one of the company’s 
ships in port somewhere in the 
world. Among the artists who 
have signed their work are Frank 
H. Mason, Ellis Silas, John S. 
Smith and Harold Ing. The lower 
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74 in. of each page is printed 
grey with panels left white for 
one month’s dates large and two 
months small. There may be too 
many decorative rules for some 
tastes but the total effect is 
extremely good. 

The Cellular Clothing Co. 
(Aertex and Vantella) also do a 
month to a page, but the date 
panels are small with the dates in 


only 14 pt. Plantin bold. People 
who want to see the date on a 
wall some distance away may 


have regretfully to choose some- 
thing else. All the pictures are 
of birds, each page carrying a 
smallish colour picture of one 
kind of bird and a largish black 
and while picture of a simiiar bird 
in a different setting. Bird-lovers, 
of whom there are millions, will 
enjoy it, though I wonder 
whether it might not have been 
better to devote the space to one 
full-sized colour picture on each 
page. Large scale pictures are 
always more impressive and in 
this case difference in cost would 
have been negligible. I do see. 
however, that in some cases the 
black and white picture is more 
interesting than the colour (colour 
photos of birds are not so easy 
to come by) so perhaps that was 
the deciding factor. 
x ¥ * 

OW for some of the large 

and lush. Printers ought to 
give a lead, and two certainly 
have. Tapp and Toothill have 
done one of their magnificent 
mounting, bevelling and gilding 
jobs with an Edouard Mandon 
painting of a seascape. It is an 
immaculate piece of work, and 
I only hope that most copies 
arrived at their destinations with 
undamaged corners—al] four on 
mine were dog-eared jn transit. 


Another calendar one could 
live with happily for twelve 
months comes from Wass 


Pritchard, who once again have 
used a flower painting by Frank 
QO. Salisbury, this time the subject 
being gladioli (the previous sub- 
ject Was dahlias). The enormous 
20 in. by 164 in. picture bleeds 
except for the bevelling of the 
mount. The month to a page 
calendar pad hangs below. 

KLM Royal Dutch Airlines 
usually succeed in their effort to 
be different. and in doing so run 


the risks inseparable from 
pioneering. Their big 18} in. by 
124 in. two months to a page 
job carries on the top 12 in. of 
each page a drawn “montage’ 
consisting of sketches in colour 
and black and white of scenes 


and characters one might expect 
to see when travelling the world, 
particularly by air. It is gay and 
lively and I am amongst those 
who like it a great deal; even 
critics of this restless kind of art 
treatment will admit that it is well 
executed and find that it grows 
on them, 
Another firm which takes its 
calendar life in its hands is 
Rotol, who make aircraft pro 
peller gear amongst other things 
Again two months to a page 
this technique is useful because 
it enables a firm to do a really 
z00d job on six pages which 
would have to be an ordinary one 


if the same money were spread 
over twelve pages. A pale blue 
leather-grained cover stock 20 in 


by 16 in., has mounted on it a 
water colour by Gwynn in his 
characteristic bold and = rather 


fantastic treatment. The subject 


of each picture is “Propulsion 
through the Ages.” The artist's 
technique and the blue back 


ground (on which the dates are 
printed in wine red) impart to this 
Wb such distinctive characteristics 
that folk will either like it a lot 
or not at all. It must be remem- 
bered that the calendar will go 
to men, and men of a certain kind 
who work in the aircraft industry. 
So the risk is not as great as if it 
had to appeal to a!l and sundry 

Ruston Paxman’s calendar is 
19 in. by 14 in. with tear-off 
Pages and a metal binding strip 
at the top to prevent buckle. It 


has two months to a page. A 
9 in. by IL in. picture of an over- 
seas scene embellishes the top 


part, and the lower part of each 
page is in a flat grey-green tint 


Coronation piece 


First calendar with a Coronation 
tie-up comes from Wilsons 
(L. & P.) Ltd. Under a Royal 
Crown in gold, is a 10-colour 
silk-screened design of a stained 
glass window. It depicts a 
mounted guardsman bearing the 
Royal standard, with Marble 
Arch in the background. The 
name of the firm is the only 
advertising material. 


with the dates in’ white. The 
whole thing is very pleasant. 
Albert Mithado sends a Dutch 
calendar. Unusually, for a large 
job, it is wider than deep, mea- 
suring 20 in, by 14 in. There 
is a month to each tear-off page. 
The dates are large, this panel 
being surrounded by squared-up 
bled-off pictures of Dutch scenes 
printed in black on panels of 
green, red, grey, yellow. blue and 
other shades. The colours are a 
wee bit hard for my own taste, and 
the calendar uses the rather dated 
trick of employing no capital 
letters at all, not even for 
“holland.” Nevertheless the job 
is interesting and May give some 


British calendar designers a 
Starting-off point. 
¥ * * 


INALLY, some of the more 
modest efforts. 

International Harvester make 
a mistake, I think, in having the 
top half, which carries a colour 
hunting scene, on board, and the 
lower half, carrying the date pad. 
decoration and advertising. on 
thin paper They have spoilt a 
good ship for a haporth of tar 

Practical calendars have also 
been sent by General Cleaning 
Contractors (large dates, suitable 
for the outer office), Meat Trades 
Journal (the popular at-a-glance 
type). Solicitors’ Journal (digni- 
fied. masculine and with fine 
large dates in unusually well- 
designed figures), A. C. K. Ware 
(Photographs) Ltd... and Brook 
Motors Ltd. (which is frankly al! 
advertising) 


HELEN JARDINE 
ARTISTS 


TEMPLE BAR 6720 


SUCCESSFUL ADVERTISING 


DEPENDS UPON 


GOOD PHOTOGRAPHY 


4 e: . : » pi 
LET SPECIALISTS SUPPLY YOUR NEEDS 


TAKEN TO ORDER OR SUPPLIED 
FROM OUR LIBRARY 


STUDIO LISA LTD. 15 Grape street, w.ce 


Telephone TLeMple Bar 4606/7 
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craft Ther ah agen 


pilot, 


the aircraft’: 
fockets are started 
begins to rise slow 
V2 


= 


at first too low for 
surfaces to 


the joystick, 


is very rapid becau 
thrust is devoted | 
and none is 
drag due to to: 
are shut o! i 
is used 

The ; 
hor! 


of 


ADVERTISER'S WEEKLY 


iPriete corer 


The three fin-tip 
and the aircraft 
ly, rather like. the 


ai 


| SMUGGLED FROM THE EASTERN 


A tiny micro-film provided the first 
evidence of a Russian deka-wing air- 


‘este 


At this stage the pilot controls | 
mount by varying the thrust from 
three rockets, because the 


pax 


the normal. 


be operative 
achieved through different 
the rockets’ throttles by r 


Once height is gained 


TH 
is actually 


artical la ytical Taker 


uO jaunching ramp so the €Z-28 is a 
step ahead of the Bachem Natter 
in his cjector seat, 
lying on his back with feet in the ain 
The main jet engines are opened up by 
* throttle giving a thrust almost equal to 
; weight, 


WS 


The above should 
not be read as 
being of = Alr 
Ministry origin, 


everywhere. 


distribution of the 


That's why 


Much more than a service magazine because its 
articles cover so wide a range of topics that are of 


Review’ 


present interest and importance to men and women 
“The 
many civilians as service people. Air Ministry and civilian 


is read by as 


January issue is over 70,000 copies. 


180 FLEET STREET, LONDON, E.C.4. 


Telephone: Chancery 8844 
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JOHN HERON has been searching for 


JANUARY 1, 1953 


examples of good creative advertising 


photography. His finds have been few. 


He concludes that— 


Fashions give greatest 


creative 


HERE is far too little 
creative photography in 
British advertising. Long— 
mostly vain—search through 
innumerable publications has 
revealed few examples of out- 
standing British creative camera 
work in the service of advertis- 
ing. Only the better fashion 
papers provide exceptions. The 
highest standard of creative 
camera work undoubtedly 
comes, aS one would expect, 
from the world of fashion. The 
fashion photographer has, of 
course, the constant stimulus of 
new fabrics, new frocks, new 
figures and faces. 
A welcome touch of originality, 
for instance, is seen in this Susan 
Small advertisement, from Vogue. 


Cherry Marshall, the  firm’s 
P.R.O., and photographer John 
Vickers, who chose Barbara 


Goalen to mode! for these decora- 
tive shots, searched for a genuine 
Victorian cameo on which to 
model their ad. In the back- 
ground shot, Barbara wears the 
little jacket which is a part of 
the Susan Smal! ensemble. 

This kind of thing, here, is the 
exception rather than the rule. 
In American journals, however, 
we find the fresh, imaginative 
touch . . . in toilet products, in 


A welcome touch 
of originality: John 
Vickers searched 
for a genuine Vic- 
torian cameo on 
which to model this 
“Vogue” ad. 


stimulus 


medicine . . . where quite new 
ways have been found of making 
the camera sell established pro- 
ducts and services. 

There is still far too much 
“what was good enough for my 
grandfather is good enough for 
me” in British advertising. As 
often as not the photographer 
neither creates nor even jnter- 
prets along the lines of his own 
convictions; he merely records, 
with the breath of the advertiser 
steaming his focusing screen, as 
he-who-pays-the-piper peers over 
the unfortunate cameraman’s 
shoulder. oe 

* * 

I ms... heard a number of com- 
plaints of “price-cutting.” One 
of the most frequently accused is 
a famous name in London photo- 
graphic circles. I happen to know 
the policy of that firm well. And 
I know that there is no question 
of price-cutting. For many years 
they have offered catalogue illus- 
tration (shot in their own studio) 
at a very competitive figure. But 
once your requirements extend 
beyond this simple standardised 
Service up, quite rightly, goes the 
price, because in moving your 
requirements from the general to 
the particular, you at once 
demand more of the studio than 
the “standard service” provides. 

I have discussed this price- 
cutting allegation with the secre- 
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tary of the Institute of British 
Photographers, A. F. Bucknell. 
“In a few areas there is a little 
price-cutting at times,” he told 
me. “We have evidence that some 
buyers of photography play one 
photographer off against another, 


to secure reduced prices. In some 
cases, through fear of losing an 
account, these tactics succeed. 


On the other hand, several times 
members against whom allega- 
tions of price-cutting have been 
lodged have proved that the com- 
plaint was unjustified. In selling 
a service such as photography, 
where no rigid rates can ever be 
laid down, there will always be 
complaints of price-cutting,” con- 
cluded Mr. Bucknell. 


* * * 


THERE HAS been a considerable 
increase in the use of blown-up 
photographs in window display 
recently. At Christmas, a number 
of West End stores had striking 
seasonal displays backed by big 
scale enlargements of Norwegian 
or Swiss snowscape (in one case 
there was an English one too). One 
window which was particularly 
effective used a snowscape about 


12 ft. long by 6 ft. high. It was a 
straight sectional bromide en- 
largement, with a deep blue stain- 
wash over the sky portion, and 
crisp White snow, slightly blue 
shadowed. I am surprised that 
display men do not use photo- 
graphy more, in setting a scene 
or creating a mood for the effec- 
tive presentation of merchandise. 
Two or three of the Common- 
wealth buildings in London are 
fully alive to the possibilities 

and not merely for travel scenes. 
Some of the Swiss watch shops 
have used excellent “background 
material” for displays—big blow- 
ups of the interior of a good 
watch. or scenes from a watch 
assembly factory. During the year 
some stores which have never 
before used large-scale photo- 
graphy in display work, broke 
new ground. I remember a win- 
dow-wide yachting shot as a 
background for men’s summer 
sportswear; a delightful shot of 
the village of Broadway, Worecs., 
as background for women's 
summerware; some first-rate use 
of photography in Daily Express 
windows in Fleet Street, for cer- 
tain of their sporting promotions. 


Thirty ‘selling stratagems’ 
to produce better copy 


“Selling stratagems are the 
proved general rules and devices 
used to present and support bene- 
fits and selling points with maai- 
mum sales effectiveness.” writes 
Clyde Bedell in How to write 
Advertising that Sells, the second 
revised edition of which has just 
been published in this country 
(McGraw-Hill Publishing Co., 
Ltd... 51s.) 

He then proceeds to list 30 
such stratagems. “the essence and 
rule of a vast amount of proved 
advertising, the means to bette! 
selling copy.” Here they are: 
A. Get attention. Mah, 
headline work be brief if 
can, 

1. Mention the 
his interests. 
. Promise benefits. 


your 
vou 


prospect and 


é“ 

3. Use news to the point. 

4. Provoke pertin 
ently. 

5. Mention 
favourably 
points 

B. Arouse 
desire. 


curiosity 


the 
use 


product 
selling 
interest and create 


6. Immediately enlarge on the 
promise of the headline. 


7. Tell the story in the first 
Paragraph, 
8. Emphasise one basic idea. 


9. Clearly tell the benefits the 
prospect will gain. 

10. Present the selling points to 
deliver those benefits. 

11. Show that it’s easy. econ 
omical and agreeable to use 

12.Use sex and/or 


prestige 
appeals if you can 


13. Use negative inferences 
show ills avoided by pur- 
chase. 

C. Distinguish your offering 
through 

14. Favourable comparison with 
others. 

18. Points of contrast and 


superiority. 
16.°Only” and exclusive 
tures 


fea 


17. Exceptional claims you car 
support, 
D. Create conviction. 
18. Present the main idea three 
times. 
19. Tell of product's popular.ty 
who uses it and likes it 
20. Give bona fide testimonials 
and authority's approval 
21. Give assurances and proof 
build confidence. 


22. Guarantee if you can 

23.Make your offer vitally 
valid—be congruous. 

24.Convey the value defi- 
nitely, positively. 

E. Try for action, 

25.Give the reader good 

reasons and excuses for 


buying 

26. Make choosing easy—stress 
one— consider a coupon—or 
direct offer, 


27. Tell how, when and where 
to get it. 

28. Name oprices and terms 
make it easy to buy or 
order 

29. Make it sell for you alon 


40. Sell “NOW” as the time 


make a bid for business and 
action 
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fact photography 
‘ advertising 


FULL COLOUR FACILITIES 
Official Photographers to the LONDON Z00 


26a BREWER STREET, W.! 
GERRARD 6665 and 5868 


Coronation 
Enlargements 


for display purposes 
are available from 


AUTOTYPE 


Wustrated folder and 
price-list free 


Brownlow Rd. W 13 
EALing 269! 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card... 


EMMOTT & COMPANY LIMITED, 2! BEOFORD ST, LONDON, W.C.2 
MANCHESTER OFFICE : 31 KING STREET WEST, MANCHESTER 3 
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ARTS LIMITED 
Offices + Studios * Works 
97 SHIRLEY ROAD, CROYDON 


Telephone : ADDiscombe 3147/8 ; 7246 


D.P. & S.P.A. 
Competitions & Awards 


We are privileged and proud to 
announce our successes this year. 


Ist !nternational Screen Printer 
and Display Producers’ Award. 


2nd The “Dane Trophy”. 
3rd The ‘Ridout Cup”: 


Experience and Craftsmen 
are at your service. 


SCARBOROUGH 
and 
District Newspapers 
SCARBOROUGH EVENING NEWS 
SCARBOROUGH MERCURY 
BRIDLINGTON FREE PRESS 


A.B... BA 355 
Covers agricultural districts and 
holiday resorts of N.E. Yorks. 


NORMAN SMALE 
92 Fleet St., ECA. CENtral 8209 
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HE NURSED 
THE 1.1.P.A. 


THe MANY tributes paid to 
C. Anstice Brown on his retirement 
are, I am sure, a testimony to his 
gruff, likeable personality as well as 
to the valuable services he has 
rendered as director of the Institute 
of Incorporated Practitioners in 
Advertising. 

Both at school and university, 
Anstice Brown was evidently a 
popular all-rounder. At Sherborne 


he was in the Rugby XV and was 


tennis captain, as well as winning 
many prizes and the Longmuir 
Exhibition. At Christ Church, 
Oxford, he was rugby and tennis 


— $$$ $$$ — 


captain, and president of two 
debating clubs. Also he found time 
to study classics and history, and 
to become an honours M.A. 

It was in New Zealand that he 
qualified as a barrister and solicitor 
of the Supreme Court. On the out- 
break of the first world war he 
returned to England to serve in the 
R. . @$8 captain and adjutant, 
107th Brigade, and had the bad Juck 
to be severely wounded only a few 
days before armistice. 

A barrister-at-law of the Inner 
Temple, he joined the Association 
of British Advertising Agents in 
1926 as secretary, to form the 
1.1.P.A., which he has nursed devo- 
tedly ever since. During the’ war 
he was called in to assist various 
Ministries and was responsible for 
the census of persons engaged in 
a 

At 66, Mr. Brown should have 
many years of happy retirement 
before him. 


Bacon in the 
clouds 


A BACONIAN touch has been 
imparted by B.E.A. to the Eliza- 
bethan airliner in which the Duke 
of Edinburgh recently flew to Malta. 
In the cabin of this acroplane, named 
“Sir Francis Bacon,” is displayed a 
plaque bearing a facsimile of the 
illustrious Englishman's signature. 
Before a suitable original could 


JUST OFF THE PRESS 


Fr -REt 


Merchants, Wholesale 
Equipment Suppliers; 


Trade Associations, Also: 
Watermarks ; 
Buyers’ Guide, etc, 


Business Publications Ltd., 


The completely revised, greatly extended 
1953 


PAPER MAKERS’ 


AnD RMERCHANHTS 


DIRECT ORY 


NAT 


@ Contains full summaries of nearly 3,000 Paper, Pulp and 
Board Mills in more than 50 countries, with makes of 
products, number and widths of machines, tonnage output, 
power used, stations for goods, 
etc.; British and Overseas Agents, Mill Representatives, 
and Manufacturing Stationers, and 
British Paper Stainers, 
Waste Paper Merchants, Cardboard, Carton and Paper Box 
Manufacturers, Paper Bag Makers, China Clay Producers and 
j a newly-compiled list of current 
Tables of Weight and Sizes; 


SUPPLIES LIMITED: ORDER NOW 


Advance bookings have absorbed the greater part of the 
limited edition, and orders are being filled in rotation. To 
secure your copy by return, please post the coupon NOW. 


—— ee FILL IN AND POST TO-DAY————-—-.— 


180 Fleet St.. 

Please send us by return one copy of the 1953 paper 
MAKERS’ AND MERCHANTS’ DIRECTORY OF ALL NATIONS, 
us after despatch at the post-paid price of 35s. 


ONS 


classified lists of products, 


Converters, 


Trade Customs ; 


London, E.C.4. 


Invoice 


be found, Stanley Gairns, adver- 
tising superintendent of B.E.A., who 
undertook the task of copying it, 
had to make an intensive search and 
many inquiries. Though Bacon was 
a prolific writer, none of his literary 
work remains with his signature 
attached, in Britain, as far as is 
known. There are a few cherished 
State documents which he signed, 
however, and Mr. Gairns used one 
of these as a model for his replica. 
Mr. Gairns has been on the staff of 
B.E.A. since August 1946, is an ex- 
pert on printing reproduction and 
types. Before joining B.E.A. he 
was employed by London Transport. 
In his youth he was trained as an 
engineering draughtsman but for- 
sook that calling and turned to the 
decorative field of design. In pri- 
vate life Stanley Gairns’ main 
interests are centred on music; he is 
an accomplished pianist, has. two 
pianos in his home at Ilford and 
likes classical music. 


~ 


At the gateway of India. C. B. 
A’Court, chief photographer of 
Rooster Publicity’s mobile photo- 
graphic unit, is seen here at Bombay. 
He has now left for Madras and 
will then travel north to Calcutta. 


* * * 


A NEW comedy, “I'll tell you as 
we pass,” by Norton Harvey Col- 
lard, a copywriter at Richard Potts 
and Partners Ltd., has recently had 
a successful premiére run at the 
Colwyn Bay Repertory Theatre. 
Mr. Collard has, over the past 
four years, written several plays. 
At present he is engaged on the 
book, music and lyrics for a new 
revue. Vie Lore, a recent addition 
to the Richard Potts creative team 
is photographically in love with 
London architecture! He is now 
collecting a series of character 
studies of interesting buildings. He 
says that publication is doubtful 
but he is having a lot of fun doing 
it. 
* * * 


NEWEST alderman on Southamp- 
ton Borough Council is R. > 
Hammond, chairman of Southamp- 
ton Publicity Club 

Mr. Hammond, who first joined 
the Council as a representative of 
Shirley Ward during the war, has 
been described as “the busiest man 
in Southampton’’—so active a part 
does he play in many of the town’s 
activities. 

The new alderman started his own 
building firm in a small way soon 
after the first world war, and is now 
managing director of R H 


Hammond Ltd 
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He wants a 
push 


ALTHOUGH stil! receiving treat- 
ment for a torn tendon, Tom 
Townend, publicity manager, James 
Neill and Co. (Sheffield) Ltd., is 
progressing satisfactorily. The rea- 
son why he is getting around so 
slowly, he tells me, is because he 
can find no one willing to push him 
in a bath chair! But this is hardly 
to be wondered at—he is no light- 
weight. 

Mr. Townend is just starting his 
fifth vear of office on the national 
council of the Incorporated Adver- 
tising Managers’ Association. 


* ® * 


AMERICA’S leading fashion 
experts have awarded a fifty dollar 
prize to Frances Lyons, late of 
F. C. Pritchard, Wood & Partners’ 
public relations department, for an 
essay on fashion, following a course 
she took on the subject in New 
York. “Your essay was beautifully 
composed and written,’ wrote the 
judges, “and would indicate that you 
have applied the information during 
the course to your very special use, 
contrasting as it does with your 
experience in England in_ public 
relations.” 

As a result of the contest, Miss 
Lyons has already received offers of 
iobs from American fashion houses, 
but she tells me she intends remain- 
ing in P 


* * * 


A WIDE circle of friends in the 
printing industry will miss James 
Barclay, London representative of 
the Monotype og oy ition, who is 
now retiring after 52 years’ service. 
It was Mr. Barclay who introduced 
Monotype machines into France, 
Germany, and a number of other 
European countries. Although 
interned in Germany during the first 
world war, he later went to Berlin 
to reorganise the Corporation's 
business in Europe. He was ap- 
pointed London representative in 
1933, but managed to visit Russia 
and Poland in 1937. He has been 
a Freemason for 54 years. 

His successor, A. G, Atkinson, is 
a Freeman of the City and a Livery- 
man of the Worshipful Company of 
Stationers and Newspaper Makers. 


* * * 
OUTSTANDING among last 


week’s round of film company 
parties was that of James Carr, 
managing director of World Wide 
Pictures. Some 150 friends in docu- 
mentary films trailed to the top of 
Lysbeth House in Soho Square to 
“knock back” one or two with “Wee 
Jimmy.”” The last left—-more or less 
vertical—at 2 a.m. 


Contact 


WEEKS WISECRACK 


A 


“I must soy your New 
Year’s resolutions sound 
like knocking copy, old 
man.” 
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Probably more leading national 
advertisers are greeting the 
New Year with a change of 
agency than ever before. 

As from to-day (Thursday) Elliott 
Advertising Ltd. of Birming- 
ham, will be handling the 
advertising for the 8B.S.A. 
Organisation. Quaker Oats 
Ltd. will place the advertising 
of their corn flake, macaroni 
and puffed wheat products in 
the hands of the J. Walter 
Thompson Co., Ltd. 

As a result of the co-ordination 
of the marketing activities of 
D. & W. Gibbs Ltd. and A. & 
F. Pears Ltd., Foote, Cone & 
Belding Ltd. celebrate the New 
Year by taking over the adver- 
tising of Pears Transparent 
soap, and Dolan Davis Whit- 
combe & Stewart Ltd. get their 
first Lever account in the form 
of Vinolia. 

London Press Exchange Ltd. 


Many big account changes come 
into operation to-day 


enter the New Year with the 
Coca-Cola account. 


Two large groups of companies 
which have appointed new 
agents for 1953 are Brush 
Aboe, who have signed S, T. 
Garland Advertising Ltd., and 
the David Whitehead Group 
of textile firms, who have 
appointed the J. Walter 
Thompson Co., Ltd. 


Other changes effective from to- 
day include Cape Asbestos Co., 
Ltd., to Taylor Advertising 
Ltd., Clyde Crane & Booth 
Ltd., to Doig Advertising Ltd., 
Rensor coats and suits to 
Napper, Stinton, Woolley Ltd. 
and Halford Cycle Co., Ltd., 
to G. Street & Co., Ltd. 

A big change is taking place in 
the United States as well where 
Hewitt, Ogilvy, Benson & 
Mather Inc, take over the ad- 
vertising for Rinso. 


Spel for 
Scotland 


C.W.S. are to launch their 
Spel detergent in Scotland backed 
by an extensive publicity cam- 
paign. 

This move is an endeavour to 
combat the demand for private trade 
detergents which have inundated the 
Scottush market. Discussions have 
taken place between representatives 
of the C.W.S. and the Scottish 
C.W.S. who market their own 
Sprinkle soap powder. 

A limited supply of Spel will be 
distributed to Scottish Societies 


around the middle of this month. 
This supply will continue for 13 
weeks so that amounts required for 
further orders can be assessed. 
Scottish C.W.S. place their advertis- 
ing direct 


Kumfi-Kut move 


Platers & Stampers Ltd. have 
appointed Charles Barker & Co. 
Ltd. to handle the advertising for 
Champion and Kumfi-Kut products. 

Recently, the Champion and 
Kumfi-Kut lines were incorporated 
in the Platers & Stampers range 
and for policy reasons it has been 
decided that all advertising should 
be handled by a single agency. 


NEW ACCOUNTS: 


e AT A GLANCE 
ACCOUNTS MOVING: 


Plessey Co., Ltd., engineering manufacturers, to Roles & 
Parker Ltd.; Victor Britain Ltd., car hire, to Legget Nicholson 
& Partners Ltd. (class, business and travel publications); 
Halford Cycle Co., Ltd., to G. Street & Co., Ltd. 


Vandome & Hart Ltd., weighing machine manufacturers, for 
White & Carter Ltd. (trade : ild 


journals); Thomas 


advantage to you... 


Backed by the know-how of the J. Arthur 
Rank Organisation, ours is a Film Unit which, let's 
be fair, has an advantage over the other fellow. 

If the need is for a small film with big 
ideas with a reputation second to none—ours is 
the Unit to make it—with our own Animated Dia- 
gram and Cartoon Department, with our own live 
shooting camera unit, that has shot ameebe and 
elephants, the microscopic and the stars; backed by 
Pinewood’s famed Special Effects Department, and 
those who pioneered the wonder working 
Travelling Matte system... . 

Advice on distribution or exhibition . 
our colleagues will know the answers. Library 
material . . . we have perhaps the best in Britain to 
call upon. 

We flatter ourselves that we have 
made some fine films——varying from the famed 
“BRITAIN’S COMET” which was released on the 
Odeon circuit and shown in more than 1,200 
cinemas in the United Kingdom and Ireland, to 
“HOW TELEVISION WORKS”—we have won 
all kinds of awards at Venice and Cannes and 
our films are shown regularly by invitation at the 
Edinburgh Festival. 

If this sounds interesting to you a call to 
Donald Carter at Elstree 2461 might be 
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(Machinery) Ltd., for Donald Macdonald (Advertising) Ltd.; 
J. T. Herbert Ltd., refrigeration engineers, and Le Grand, 
Sutcliff & Gell Ltd (Oilfield Division), for Kent and Sussex 
Advertising Service Ltd 

David Griffin Ltd., makers of Dee-Gee bottle warmer and 
other electrical goods, for Max Ritson & Partners Ltd. 


NEW CAMPAIGNS: 


...to your advantage 


Blue Gillette and Valet Blades (W. S. Crawford Ltd.), price | 
reduction announcement in trade press: Spel (direct) launching 
campaign in Scottish newspapers. \ 


PUBLIC RELATIONS ACCOUNTS: 

Newman Neame Ltd., publishers, for P.R. Group of Foote, 
Cone & Belding Ltd. | 
OVERSEAS ACCOUNTS: | 


Pal Blade Co. (Export Division), New York, for Grant Ad- 
vertising Inc., New York (International Division). 


Issued by 


GAUMONT-BRITISH PICTURE CORPORATION LTD. 
Ss SPECIALISED FILM UNIT | 


The Gate Studios, Station Rd., Boreham Wood, Herts. 
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THAT Audrey Daphne wet 
Dredge, only daughter of P. J. S. 
Dredge, managing director of 
Dredge Advertising and Plastics 
Lid., Leeds, and Mrs. Dredge, was 
married last week to Lieut. Geoffrey 
Philip Doyle. 
¥ * ¥ 


THAT Alfred Fennings Ltd., have 
again booked a space on Black- 
pool's Electric News  Sign-—the 
third year in succession. The agents 
ire Press & General Publicity Service 
Lid. 

* * * 


THAT Dae Health Laboratories 
Lid. are testing a new face pack 
which has been given the name of 
Valpack. No marketing plans have 
been made and agents have yet to 
be appointed. 

* * * 


THAT London Transport Executive 
have told Sutton and Cheam Road 
Safety Committee that advertise- 
ment space on buses cannot be 
allocated free for road safety propa- 
ganda, 
as * 

THAT the News of the World is 
to sponsor a three-day Coronation 
Open Sprint Regatta for rowing, 
sculling and canoeing on the Ser- 
pentine in Hyde Park on August 
6, 7 and & 

* ¢ » 
THAT Frank Sherwin has produced 
a new holiday poster for Plymouth. 


We Hear— 


THAT Meurig W. Davies of 
on a sporting subject, which 


* * * 


THAT Phoebe Sanderson, a mem- 
ber of the Publicity Club of London 
for many years and a holder of the 
Imber Challenge Cup for public 
speaking before the war, is to marry 
Denis Koschalka, artist, at Caxton 


Hall on Saturday. 
ca * * 


THAT lan R. MacGregor, a copy- 
writer with R. J. Keymer & Co., 
Lid., has become engaged to Miss 
Pamela Herridge, a secretary at the 
Master 


British 
Printers. 
” of * 


Federation = of 


THAT the 1953 International Motor 
Earls Court 


Show will be held at 
from October 21-31. 
” * * 


THAT United Chrome 


called Uta Pruf. 
* ” * 


THAT Barretts Manufacturers 
Contractors Ltd., exhibition stand- 
fitters, of Pendleton, Manchester, 
took 120 employees to a well-known 
country hotel near Chorley for their 


annual party. 


the 
advertising department, Fort Dun- 
lop, was awarded a first prize of ; 
hamper in the limerick competition 
was 


organised by the Sporting Record 


Tanners 
Ltd., of Northern Ireland, are mar- 
keting a waterproof suede leather 


& 
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EVERY 


COPY 


GOES INTO A HOME 
WHERE THERE ARE 


CHILDREN 
* 


For further information write to 
George H. Phipps, Advertisement Manager 
LUTTERWORTH PERIODICALS 


4 Bouverie Street, London, E.C.4. 


Telephone: Central 1732-3 


| 


| 


THAT Lord Montagu of Beaulieu, 
a Voice & Vision Ltd. executive, 
flew to New York on Monday even- 
ing to begin his coast-to-coast 
“Come to Britain for the Corona- 
tion” lecture tour. 
. » 

THAT Business Publications Ltd. 
and associated companies held a 
very successful staff party on Tues- 
day, last week, at the Shaftesbury 
Hotel, London. 

* ¥ * 
THAT the possibility of promoting 
a special shade of cloth for Corona- 
tion year suitings is being considered 
by the Men's Fashion Council of 
Great Britain. 


The London staff of the “Irish 
Times” gathered some friends in 
their offices to reminisce about the 
old year, and exchange hopes for 
the new. The group caught by the 
photographer includes, left to right, 
A. Brown, London advertisement 
manager, “Trish Times Ww. 
Whelan, London area manager, Aer 
Lingus; Henry Rudd, Legion Pub- 
lishing Co.; Gerard Hoey, Napper, 
Stinton, Wooliey Ltd.; L.A. 
O'Farrell, Rumble, Crowther & 
Nicholas Ltd.; and H.E. the Irish 
Ambassador, Mr. F. E. Boland. 
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Catalogue by 
offset litho 


Handwritten wording was used 
throughout the 28 pages of the 
Christmas catalogue which Fosh 


& Cross Ltd. produced for 
Marshall & Snelgrove. 

The catalogue, many of the 
pages of which were _ gaily 
coloured, was produced by offset 
lithography. No advance proofs 
were seen by the client, the com- 
plete job being put down direct 
for machine. 

The catalogue was designed 
under the supervision of W. A. 
Slow, Marshall & Snelgrove's 
advertising director. 
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ADVERTISING 
DIARY 


Monday, January 5. 

NOR THAMPTONSHIRE PUBLICITY 
Cius F. J. Penny on “‘Advertis- 
ing agency organisation.” Piough 
Hotel, 7.30 p.m 

Tuesday, January 6. 

REGENT ADVERTISING CLUB 1 
Shapira on “Gravure” (educational! 
iecture), Monotype Corporation 

Wednesday, January 7. 

INCORPORATED SALES MANAGERS 
ASSOCIATION luncheon Speaker 
t dD O'Bnen, Rootes Group 
PRO Connaught Rooms 
12.30 pm 

INSTITUTE OF PUBLIC RELATIONS 
Speaker Charles Weaver, Infor- 
mation Officer at U.S. Embassy 
Shaftesbury Hotel, 12.45 p.m 

ADVERTISING CLUB OF OXFORD 
Miss Kay M. Murphy on “How to 
write a sales letter." Black Hall, 
St. Giles, 6.30 pm 

PUBLICITY Cis oF Nortu 
WaLes Visit to Holywell textile 
mills 

Friday, January 9. 

Posuiciry Cius or Leicester 
FE. Ward Burton on “Vocational 
training for advertising.” Bell 
Hotel, 12.45 pm 
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PUBLICATIONS NEWS AND NOTES —— 


Classified advertisements in the 
Manchester Guardian are now being 
set in 4} pt. Claritas 

* ¥ * 

Every reader of the Irish Times 
yesterday (New Year's Day) received 
a tree copy of an 88-page Irish 
Review and Annual. [t has been 
published cach year since 1932 as 
a record of the year’s national work, 
difficulties and opportunities. Large 
numbers of the Review and Annual 
are sent to Irish Embassies. Min- 
stries and Consulates abroad. 

* « a 

With this week's issue, published 

on Saturday. The Chemist and 


Druggist reverts to its pre-war 
quarto size. 
* x x 

The 28 international editions of 
The Reader's Digest now sell ove: 
6,690,000 copies every month. The 
United States edition, now over the 
11 million mark, sells nearly twice 
aS many copies as any other maga- 
zine in the U.S., it is claimed. 

. * * 

Both the Daily Herald and Man- 
chester Guardian are using half 
pages in Personnel Management, 
Welfare and Industrial Equipment 
(Oo promote the use of their classi- 
hed advertisement columns by em 
plovers seeking staff 


* ee 28 a 
| nee fy J 
| = 7, = 
| Beas 
| = 
| 
i. — 
z 3 a < ; RAS, rw @4 ~& “9 >: be he 
a 

: es. es | 

i 

ae oe + a NRCS 2 ew eee See Se, eee 


BOS one OD 


Jantary 1. 1953 


McCann-Erickson open offices in 
Toronto and Montreal 


McCann-Erickson Advertising 
Ltd. has opened its own office in 
loronto, Canada, in the Manu- 
facturers Life Building at 200 
Bloor East 

“This move is in keeping with 
the policy of serving clients 
wherever they sell services or 
goods” said William E. 
McKeachie, chairman. 

A second Canadian office will 
be opened soon in Montreal 

Both offices will be = staffed 
with Canadians, and the Montreal 
office wilf have a specialised 
French staff for creative and 
radio-TV accounts 

The new Canadian offices will 
be the 27th and 28th MecCann- 
Erickson offices around the world 
and the 2Ist and 22nd outside 
Europe. In addition there are 
nearly 40 associated offices in 
Europe, Africa and Asia. 

The H. K. McCann Company 
had an office in Toronto from 


1919 to 1923 when it was closed 
and absorbed into the —— 
of Advertising Service Company. 
The latter agency became Cock- 
field Brown Ltd, with whom 
McCann - Erickson has been 
jointly servicing clients The 
opening in Canada of the new 
offices will mark the termination 
by mutual agreement of relation- 
ships with that agency. 

“In deciding to enter the 
Canadian market on our own, 
we were, like many British ex- 
porters, influenced by the tremen- 
dous growth in Canadian business 
in recent years, and the promise 
of even greater growth in the 
years ahead,” said Mr 
McKeachie 

Evan W. Hayter, formerly 
marketing and advertising man- 
ager of the Goodyear Tyre & 
Rubber Company of Canada 
Ltd., will be managing director 
of the Canadian offices 


Sponsors have little hope of 
using BBC studios for TV 


The B.B.C. 
vision in the near future. 


is not likely to lease time for sponsored tele- 


Rumours, widely circulated over the week-end, to the effect 
that commercial television interests are trying to move into 
B.B.C. studios, are heavily discounted in responsible quarters. 


John Rodgers, M.P., director, 
J. Walter Thompson Co., Ltd., 
said he had not heard that any 
of the advertising M.P.s had 
promised to raise the question in 
Parliament. The question, he said, 
was not on the Order Paper. 

Sceptical of the rumour almost 
to the point of derision was Harry 
Alan Towers, whose commercial 
radio programmes are heard on 
stations all over the world: 

“It's like saying to them, ‘You 
can use Our medium provided you 
don't have the good spaces’. | 
don’t think it’s a very happy 
arrangement; I don't think its a 
very likely arrangement. 

Norman Collins, director, Asso- 
ciated Broadcast Development 
Company, and a protagonist of 
sponsored broadcasting, also dis- 
sociated his company from the 
latest rumours. His company’s 
plans, he states, are proceeding 
according to the Government 
White Paper. 

The next move of Associated 
Broadcast will be to conduct 
nation-wide tests as soon as the 
Postmaster-General has approved 
the recommendations of the Tele- 
vision Advisory Committee with 
regard to the waveleneths which 
are to he made available for 
independent television, 

B.B.C. spokesman has also 
poured cold water on a statement 
that the B.B.C. envisage a second 
TV programme, produced at 
Manchester or Birmingham, as an 
“answer to sponsored TV.” All 
he would admit was that regional 
television is always being dis- 
oussed as a long-term objective 
and that regional representation 
is constantly in mind. 


CORONATION 
YEAR 
1953 


With an extensive coverage 
of prosperous industrial and 
agricultural areas of Beds, 
Herts and Bucks, the Home 
Counties Newspapers Group 
of eleven individual local 
newspapers is an obvious 
choice of the astute adver- 
tiser who seeks coverage, 
service and value. 

When planning your 1953 
campaign remember the 


HOME COUNTIES 
NEWSPAPERS GROUP 


45/- 2 


A.B.C. NET SALES 


126,765 
Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C 4 Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manager Claude W. Gilder 


: io. 
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Just Out 


INTERNATIONAL 
POSTER 
ANNUAL 
1952 


This fourth annual covers posters as 
worked out by leading artists in 
Belgium, Czechoslovakia, England, 
Finland, France, Germany, Holland, 
Japan, Poland, Scandinavia, Puerto- 
Rico, Spain and U.S.A., together with 
important articles on ‘osters for 
London Transport, **Stuttgarter 
Ilustrierte’’, Adult Education Poster 
Campaign, Posters from Puerto-Rico, 
and Posters of the Arts and Crafts 
Museum, Zurich. 


365 illus., 4to, cloth 
£2 18s. 6d 


NEW 
FURNITURE 
ANNUAL 
1952 


Comparison of the best work from 
various countries reveals how wide- 
spread is the urge to develop forms 
that fill a modern aesthetic as well as 
a functional need. Materials include 
wood, plastics and metals and 
designers such as Aalto, Albini, 
Armbruster, Bill, Brever, Eames, 
Eiermann, Jeanneret, Juhl, Knoll, 
Pagani, Mies van der Rohe and 
Saarinen 


275 illus., 4t0, cloth 
2 18s. 6d. 


IDEA- 
INDUSTRIAL 
DESIGN 
ANNUAL 
1953 


Covers current developments in 


design in industry, including ceramics, 
plastics, glass, metal, wood, textiles, 
lighting, etc., from eleven countries 


373 illus. 4t0, cloth 
£2 18s. 6d 


FORM 
A Balance Sheet of 
Mid 20th Century 
trends in Design by 
Max Bill 


A series of illustrated essays on prob- 
lems confronting designers in various 
fields—from the household article to 
architecture and town planning. A 
work of this kind coming from such a 
stimulating and authoritative source 
is bound to be of the greatest value to 
every designer 


160 illus., sq. 4to., 
«3 


ALEC TIRANTI LTD. 72 CHARLOTTE STREET 


Books for the designer since 1895 


LONDON - W.|I 


MERCURY DISPLAYS 


LIMITED 


DESIGN AND CONSTRUCTION OF 


EXHIBITION STANDS & DISPLA/S 


SILKSCREEN PRINTING « SERVICING « STORAGE 


171 NEW BOND STREET WI 


GROSVENOR 8711 
WORKS - 394 YORK ROAD - SWI8 


10 LINES 
VANDYKE 3562 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.1I 
Tel. Nos. Battersea 5300 & 4886 


HENDON 
BILLPOSTING 
COMPANY 


| No other newspapers, printed in 
Stirling, give you the complete 
| Coverage of the 


STIRLING OBSERVER 


Series 


| The only A.B.C. newspapers in the 
| town of Stirling 16,648 weekly 
| Rates from 


WILL KITCHEN JR LTD. 
131 FLEET STREET. 


37 SPRING STREET W.2. 
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‘Copywuriter’s licence’ may be curbed by 


new Merchandise Marks | Bill 


STIFFENING LAW AGAINST FALSE 
AND MISLEADING DESCRIPTIONS 


snap erage and far-reaching 


in advertising 


changes 
techniques are foreshadowed by the Merchandise Marks Bill, 
the text of which was issued just before Christmas. The Bill 
(writes our legal expert) may mean the end of what, in advert- 
ising language, has been known as “copywriter’s licence”. 


The threefold purpose of the 
new Bill is to make the Jaw relat- 
ing to false descriptions more 
stringent: 

by extending their application 

to misleading trade descrip- 

tions, 

by enlarging the type of 

description to which they apply, 

and 

by increasing the penalties for 

offences. 

The Bill also proposes to ex- 
tend to certification trade marks 
the provision concerning the use 
of United Kingdom trade marks 
on imported goods which now 
apply to ordinary trade marks. 
The purpose of these provisions 
is partly to protect the trade 
mark, but mainly to prevent the 
use of the trade mark for sug- 


gesting that the goods are home 


produced. 


Meaning extended 


The first clause of the Bill ex- 
tends the meaning of the term 
“trade description” in the Act of 
1887. By that Act “trade descrip- 
tion” means any description, 
statement, or other indication, 
direct or indirect, 

as to the number, quantity, 

measure, gauge, or weight of 

any goods, er 

as to the place or country in 

which any goods were made or 

produced, or 

as to the mode of manufactur- 

ing Or producing any goods, or 

as to the material of which any 
goods are composed, or 

as to any goods being the sub- 

ject of an existing patent, privi- 

lege, or copyright. 
and the use of any figure, word 
or mark which, according to the 
custom of the trade, is commonly 
taken to be an indication of any 
of the above matters. 

The new Bill extends this 
already lengthy definition of 
“trade description” so as to in- 
clude indications as to the 
quality, fitness for purpose, 
strength, accuracy, performance 
or behaviour of any goods. 

Moreover—and this is real sting 
from an advertiser's point of 
view—under the old Act, an 
offence was not committed unless 
a “false trade description” was 
applied to goods, and for a trade 
description to be false, it had to 
be false in a material respect as 
regards the goods to which it was 
applied; this included every 
alteration of a trade description, 
whether by addition, effacement, 


or otherwise, where that altera- 
tion made the description false in 
a material respect. 

Without mentioning the cases, 
readers of ADVERTISER'S WEEKLY 
will be fully aware of the recent 
prosecutions, brought by the 
Retail Trading-Standards Asso- 
ciation, in respect of false 
descriptions. 

The new Bill extends the mean- 
ing of “false trading descriptions” 
so as to include misleading trade 
descriptions which are misleading 
in a material respect as regards 
the goods to which they are 
applied. 


Easy to mislead 


The word “misleading” ob- 
viously has a far wider connota- 
tion than “false,” and it is to be 
hoped that in the passage of the 
Bill through Parliament, some 
attempt will be made to limit 
the legal meaning of the word. 
The meaning of “false” is now 
well established. To’ apply the 
word “silk” to a pair of stockings 
which are not silk is undoubtedly 
a false trade description, but a 
misleading trade description 
makes it possible for any person 
to say “That trade description 
misled me; therefore it is a mis- 
leading trade description.” 


Definition difficulties 


The writer of the Manchester 
Guardian trade notes recently 
quoted some of the difficulties in 
the way of requiring precise 
definitions in the textile trades. 
“Denim cloths for example,” he 
wrote, “which have hitherto been 
made in weights of perhaps eight 
to ten ounces per square yard, are 
now being produced as light as 
four ounces. But by doing so the 
trade has created, and is satisfy- 
ing, an entirely new type of 
demand for these cloths—that of 
women’s fashion-wear. Changed 
meanings need not cause con- 
fusion—the public quickly learns 
the distinction.” 

The new Bill, however, deals 
expressly with the sort of descrip- 
tion which is calculated to con- 
vey a meaning it does not express, 
for instance, by using a true state- 
ment to imply something false or 
by qualifying prominent words 
likely to be passed over. State- 
ments of this sort, which in their 
secondary meaning would be false 
trade description, may not (if 
ae be trade descriptions 
at all. 


| 


_ | Clubs in camera 


At the Birmingham Publicity Association's fourth Christmas dinner, Father 
Christmas, helped by R. Heath (hon. secretary) hands a gift to H. N. 
Brealy (hon. treasurer). President Tom C. Gough is on the right. 


At the Leicester Publicity Club dinner-dance are Harold Cave (right), presi- 
dent, and Mrs. Cave, Murray Pollock, chairman, and Mrs. Pollock. 


41 the annual dinner of the Advertising Club of Oxford were (left to right): 
H. Clarke Schoils, chairman, A. 1. Hartley, J.P., editor “Oxford Times,” 
i> Field, president, and Cmdr. Alan Robertson-Macdonald. 
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‘CLASSIFIED ADVERTISEMENTS | EGXIGEIERZ= 


RATES: APPOINTMENTS VACANT, 43s. 6d. per line, 40s. per display panel inch. | 
OSBORNE-PEACOCK APPOINTMENTS WANTED, 3s. per as" panel Yack Minin 3 ins An cher FIRST CLASS 
- classifications, 4s. per line, 45s. per display x No, 
charge, one line plus 9d. covering postage, Series rates on application: all © ARTIST 

advertisements under seven insertions MUST oe PREPAID. Address “Advertiser's 
Weekly,” 180 Fleet Street, Londos, E.C.4. CHAncery 8844 (Ex. 25). 


required by Liverpool a 
Must be able to produce sti 
LAYOUT APPOINTMENTS VACANT life work of high quality in 
VISUALISER | Seer citer, 2s Sees ects tse ee teria, met || line, tone and colour. 
my rye mn yy ty fn Fatt tee 4 Only experienced Artists 
In this job some creative unl or the employment, is excepted from the provisions of the | need apply. 


Order 1952." soe 3 . : 
visualising is required, an Write in first instance stating 


age, experience and salary 
ability to produce finished LEADING ea. AGENCY EXCELLENT | | required, to 


roughs and supervise relevant SENIOR CREATIVE COPYWRITER | — OPPORTUNITY FOR STUDIO SEFTON, 
work through to production The position offers a first-class oppor- 21 Leigh Street, 


tunity for an experienced Copywriter Typographer Liverpool, 1. 
stage in co-operation with Hae ae an Agency handling a oom. 
; er < arge nationa!) accoun : : = _ 
a : , in leading West End Agenc TOP GRADE SPACE SALESMAN re- 
a typographer. Agency — a | ed 8 tiated quired by established Trade Journal 
Medical Fund Should have d Well paid job with excellent prospects 
experience essential. The commencing enlery te cccscéias u g00) for the right man. All replies will be 
to experience and ability and free knowledge of layout and re MK, My 
Apply to the ART DIRECTOR — Ee several years Sweet, E.C.4, 
Interview will be arranged in London, THE ADVERTISER is a National 
CITY 6036 but in first instance write by Air- previous agency experience ae | (Head Office in East Lon- 
47 CANNON STREET, E.C.4 mail giving details of age. marital ’ who requires an Assistant of 
status and experience and, if possible, Write giving full particulars to Sonity, integrity, and experience for 
specimens of work to: work primarily connected with Display 
PUBLICITY ASSISTANT. Must be Manager, Box 34466 one Outdoor —~ wy "s oar 
able to produce good finished layouts .0O. Box bur; Advertiser’ Fleet ministrative work at wi c 
Knowledge of typography and produc- P.O 7236, Johannesburg © Weekly 180 st EC — and the ey also calls 
tion Exhibition stand gesign an ad- - oe on ~ - ’ - Or extensive travelling for inspections 
vantage, but not essential. For Pub- BRITISH ELECTRICITY AUTHORITY FIRST RATE OPPORTUNITY for of the work of Territorial Display 
licity Department of large manufac require INFORMATION OFFICER vi young enerectic advertising representa- Staff. Age limit approximately 28-18 
turing Company of Heating and Sani- Public Relations Branch at Head- tive on rapidly expanding North Lon- years, Salary offered £500 pa, and 
tary Appliances Offices West quarters in London Desirable quali- don Weekly Series, Full particulars to feasonable expenses 


Write d | fications include economics degree oF Box 3461 Ad. Weekly 180 Ficet St BC4 Box 3446 Ad. Weekly 180 Fleet St BC4 
pea: ee = a, Coe comparable qualification; ability to y 


lee q . write clear, simple English; experience 
Bon 3446 Ad. Weekly 180 Fleet St BC6 of admmmistration and of information 
work, including collection, classifica- 
tion and indexing of material, and 
RETOUCHERS preparation of information Papers and 
Expanding Studio in Holborn District abstracts. Salary within N.J.C. Grade 
fi I h fi 4. £610-672. Pension scheme. Appli- 
ss mages retouchers os cations, giving age. experience, pre- 
ably wit experience in technical sent post and calary and two referees 
nr Ploy oD haat. “Dusceor of Enable INTERESTING OPENING FOR 
ments, Winsicy Street, London, W.1. 

Box 3465 Quote ref. AE/303/AW, Closing date 

P 4 s 

Advertiser's Weekly 180 Fleet St EC4 poumeey 15, S892 


neti crocs | COPYWRITER / IDEAS 
LAYOUT AND CREATIVE ARTIST re- eee ee eee —o 


have advertising agency training 

quired rd rar studio, + a gp ved nal End office advertising manager 

erience rite giving ful large industrial group Shorthand 

Ox 3345 Ad. Weekly 180 Ficet s. ECA typing essential, Simple book-keeping. nt AN 
voucher work, block ordering Can- 

teen, five day week, good pay, plenty 

scope for advancement, Apply Adver- 


tisement Department, 28 Grosvenor 
Street, W.1 


This business specialises in overseas advertising 
PUBLICITY MANAGER required by old 


COPYWRITER established building materials manu- and acts for many internationally famous firms, 
factufers and contractors, to handic wa" ‘ , . 

advertising in technical preas (building | principally in tropical countries. We want ar. 

trade. architects, ironmongers), incluc- 3 . 

to take over responsibility for ing layouts, writing technical copy, experienced copywriter/ideas man on our creative 
(good) = English essential), preparing | = . 

copy in London agency pro- technical leaflets and brochures, ci- | staff in London who would be prepared, if neces- 

P cularising and sales promotion gener- =F 

ducing industrial advertising of ally. East Lomdon. Apply, giving sary, to travel overseas on copy-surveys for limited 
details of experience, qualifications and . . 

very high standard. salary required, to periods when the occasion demanded. 

Box 3442 Ad. Weekly 180 Fleet St EC4 


require a 


This is a well remunerated P : 
“i ADVERTISING. VISUALISER re- He must be a man eager to work on a wide variety 
key post, demanding ability to quired at once by Midland Agency f | ei 
age Sti - producing some of Britain's leading of accounts, able to originate the basic theme of 
ae techaical publicky. Baus be adie campaigns, capable of writing sound selling copy 
: e to produce stylish roughs rapidly in , ° 
polished copywriting and capa Pencil and colour from his own ideas , . 
city for hard and often quick or those of the planning team. Please and clever enough with a pencil to give rough 
’ write giving your experience in the : i 
work in collaboration with the first instance marking envelope visual presentations of his ideas to our studio. 

; “VISUAL” (no specimens) to Cogent 
Art Director. Only those who Adverusing Service . Trinity 


House, Trinity Sw ‘( : This position is a responsible one. It carries a d 
already have experience which ouse, Trinity Street, Coventry Pp Pp one. It carries a goo 


fully measures up to these PRINT PRODUCTION. Youns man salary and excellent superannuation facilities. 
4 h d required in technical Agency assist 
requirements, an who under- in print production Some experience : ; ; 
neh ee Jive syne necessary !and @ tate for tecuel coeune Applications, with or without specimens, should 
, be an advantage. Write, stating age. i 
should apply experience and Present salary 19 Pro- | state age, experience and salary required, and 
, uction Director, Gilbert Advertising | 
Ltd.. 10 Norfolk’ Sureet W.C 2. will be treated in strict confidence. They should 
Write fully (present staff WELL ESTABLISHED electronic com- be addressed to: 

: ponent manufacturers have vacancy 
know of this advertisement). | | tor a man 20/22 in the Advertisiag 
; Jepartment; must have completed 
State salary required. | National Service and had at least one The Managing Director 

| year's sooner experience. Sales Pro- 
3405 | motion work covers press advertising 
. Sex | technical catalogues and participation EXPORT ADVERTISING SERVICE LTD. 
Advertiser's Weekly 180 Fieet St EC4 } in major exhibitions, The position is 
permanent and in due course pen- | 22 OLD BOND STREET, LONDON. W.! 
sionable, and will provide first rate “ . E 
FASHION ARTIST. Full time. must be | experience for a young man who is | 
experienced. required for leading Mail prepared to work hard Applications 
Order Company Experienced in lay- to state (in confidence) full details of 
outs and lettering an advantage but | education and experience — an indi 
not essentia Apply cation of the salary expec 
Box 3439 Ad Weekly 180 Fleer St EC4 | Box 3438 Ad. Weekly 180 Fleet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


AN INTERESTING VACANCY occurs 


in the Sales Depariment of leading 
Processors of meta! showcards, Lamina 
tors for Engineering, Printing and allied 
trades for keen young representative 
Well educated, car owner. Advertising 
ca perience an advantage but not 
essential. Salary, commission, expenses 


paid 
Box 3471 Ad. Weekly 180 Fleet St BC4 


WANTED 


immediately 


ADVERTISEMENT 
REPRESENTATIVE 


Sales experience with 
established and successful 
Publishers essential. Man 
or woman under 40, 
accustomed to use own 
initiative required for top 
flight periodical publishers 
in woman's field. Write 
Stating experience, age and 
salary wanted (no com- 
mission). 
Box 3452 
Advertiser's Weekly 180 Fleet St EC4 


LOCAL 


CARD CUTOUT DESIGNER and mani- 


pulator (free-lance) for 3-gimensional 
display units suitable quantity produc- 
tion Experience casovtial Display 
Craft Ltd., 88 Acre Lane, S.\W.2. BRI 
7871 


SPACE TRAVELLER $ required 
immediately in Cheshire by National 
Voluntary Organisation £6 a week, 
S per cent commission, expenses Ex- 
perienced men only. Particulars to 

Box 3447 Ad. Weckly 180 Fleet St EC4 


| 
\ 


Situations Vacant: 


unless he or she, oF 


PRODL ICTION 


APPOINTMENTS VACANT 


Notificaton of V 


A FIRST CLASS ADVERTISING 
EXECUTIVE wanted by a leading 
technical Agency Sound  visualiser- 


copywriter capable of producing (through 
his knowledge of layout) outstanding 
advertisements, sales literature and 
other media, These requirements in- 
clude, naturally, a highly developed 
sense and knowledge of salesmanship 
plus a quick grasp of the sa‘les-features 
of all technical products. This appoiat- 
ment i a new one and is caused by 
the expansion of this business, These 
qualifications pilus a high sense of 
business responsibility and integrity, 
enterprise and imitiative should lead to 
a directorship 

Box 3395 Ad. Weekly 180 Fleet St EC4 
ASSISTANT (male) 
23-28 required immediately by West 
End store. Experience im layout and 
typography = essential Staff Canteen 
Superannuation scheme Write with 
full details. to 

Box 3454 Ad. Weekly 180 Fleet St BC4 


BOOK-KEEPER wanted, male or female, 


mot necessarily qualified accountant but 
with a good grasp of procedure beyond 
checking and entering up Must be 
shorthand typist, age about 25 Ade- 
quate salary with prospects. Pleasant 
working conditions Give full parti- 
culars, education and experience to 

Box 3460 Ad. Weekly 180 Fleet St BC4 


KEEN YOUNG MAN or womag re- 


quired as Space Salesman. Salary plus 
commission Full particulars to Busi- 
ness Manager, _ Tribune, 222 The Surand, 
London, W.¢ 


LAYOUT MAN “requised with knowledge 


of type, castingwoff, ete Apply 
Works Manager, George Philip & Son 
Lid., 98 Victoria Road, Willesden, 
London, N.W.10 


EFFICIENT SECRETARY wanted by 


London Director of well-known agency 
Good shorthand-typist. Able to work 
on own initiative. Advertising experi- 
ence essential, preferably with agency 
Ring CENtral 7971 for appointment 


Well-known London agency requires a 
Traffic Control Officer who would com- 
bine these duties with that of Assistant 
to the General Manager. 


Important and progressive position for a 
man of initiative with sound knowledge of 
agency routine, contact work and experi- 
ence as an Accounts Executive. 


Our staff have been notified of this 


appointment. 


Write stating age, experience and salary 


required to 


Box 3476 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


TRAFFIC CONTROL 
OFFICER 


“The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive of a women aged 18-59 inclusive 
employment, is excepted from the provisions of the 


Order 1952." 


January 1, 1953 


CLASSIFIED ADVERTISEMENTS | 


REPRESENTATIVE WANTED — with 
connection if possible. Salary and com- 
mission. W. Partridge, Artisis Agent, 
23. Bloomsbury Square, 1 


EXPERIENCED SPACE REPRESENTA- 
TIV required by London Trade 


Group. Salary —— and exce!l- 
lent pre aspects 
Box 3372 Ad Weekly 180 Fleet St EC4 


VISUALISER— 
COPYWRITER 


An experienced creative man is required by a well 


known agency to work on a number of interesting 


accounts, 


The position is important and the right remunera- 


tion will be paid to the man with the necessary 


qualifications who is 
responsible capacity. 


of this appointment, 


prepared to 


work in a 


Our staff have been notified 


Please write giving details of 


experience and salary required to: 


Box 3477 
Advertiser’s Weekly, 180 Fleet Street, London, E.C.4 


| LETTERING ARTIST required, 


PHOTOGRAPHY. 


’Phone your Classifieds 


A WELL-KNOWN firm of Commercial 
and Fashion illustrators with studios 
established in the West End for over 
thirty years has vacancies for really 


top-flight Commercial and Fashion 
artists. The positions offered are per- 
manent and remunerative with the best 
possible working conditions (two weeks 
holiday with pay) Here is offered a 
wide field of opportunity and advance- 
ment to the right applicants. Write in 
confidence with fullest details to 

Box 3459 Ad. Weckly 180 Fleet St EC4 


TYPOGRAPHER WANTED. We are 


looking for a young man to work in 
our typographical section. He will be 
engaged mainiy on master settings and 
adaptations of important national ac- 
counts From time to time he will 
handle typography for printed material. 
Must know the technicalities of type 
and should have a good layout sense 
Write, giving full ae Yk ars, to 
STUDIO MAN AGER, R.C.N. Ltd, 
184, Strand, W.« 


s. H, BENSON Ltd. are pro sing to 


appoint a limited number of Produc- 
tion Assistants. Favourable consideration 
will be given to applications from men 
between 20-25 who have already had 
agency production experience Written 
application giving an outline of experi- 
ence claimed and stating salary required 
should be made to the Production 
Director. S. H. Benson Ltd.. Kingsway 
Hall. Kingsway, London, W.C.2 
experi- 
enced in colour and black and white 
work of a high standard for repro- 
duction Phone Croydon 3930 for 
appointment 


Vacancy for assistant 
in colour department of London Ds 
Photographic Studio One with some 
experience of Separation Neg. making 
for dic transfer process, photo engray 
ing, ¢etc., required. Write giving full 


details of experience and salary fe- 
quired, to 
Box 3473 Ad. Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 25) 


A LONG ESTABLISHED export maga- 
vine is now in process of considerabic 
improvement and offers an opportunity 
on the selling side Provincial repre 
sontaiive considered ~— details of 
experience in confiden 
Box 3445 Ad Weekly. 180 Fleet St Ec4 


PRODUCTION 
MANAGER 


Man with agency experience 
required, to take control of 
our Production /Copy Des- 
patch Department. A sound 
practical knowledge of 
mechanical and print pro- 
cesses is essential. 

Profit Sharing and Pension Scheme. 
Write in confidence, giving full 
details of experience, age and 


salary. Mark your envelope 
**PRODUCTION.” 


S. C. PEACOCK LTD. 


Maddox House 
215-221 Regent Street, London, W.! 


ARTIST, Opportunity exists for first class 
general artist for London Studio. Must 
be good all rounder State salary 
required to 
Box 3470 Ad. Weekly 180 Fleet St EC4 
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JANUARY 1, 1953 iti ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


ADVERTISING ASSISTANT required 


. cee Mg ae F . vunseesae. Bm - bs t _ 
y old<sta . tudio 2 n 
printers and publishers. Able to do | Mla es}RRula BURL Gof APPOINTMENTS WANTED EC1. Chancery 4713. ~ 


copy, rough layouts, deal with printers, 
Pensio 


. MERGER or other arrangement required 
photographers and art studios. » | GOOD LETTERING AND GENERAL | sHORTHAND-TYPISTS, Private Secre- by fully recognised medium London 
scheme. Full particulars to Personnel ARTIST required with at least five taries, Clerks, etc. If you are in urgent Agency. Would suit Northern Agency 
Manager, years studio experience. Apply Abbey need of staff, contact Embassy Bureau or firm of printers. Good premises 
Box 3448 Ad. Weckly 180 Fleet St BC4 Arts Ltd., 11 John Street, W.C.1, Hol Excel House, Whitcombe Strect, W.C.2. and address 

— REQUIRED. ovine , ass = apne 4673 —— or a (WHltehall $924) We specialise in Box 3462 Ad. Weckly 180 Fleet St BC4 
round general artist requi OUCHERS wishing to atta them- efficient personnec!, 
genial Manchester Agency Studio. selves to an active Studio, must be able YOUTH (7) requi 
: s eqguires Progressive post as SHO CARD CUT-OU 
\ ‘ ape e. <. % — = te handle varied work and be versa- Technical Llustrator in S.W. London yh B, ae 
’ ec . ‘é 
. Bar 3445 Ad. Week? 180 Fleet St BCS en SOT Ad. Wee 06) Hon & SS as junior Draughtaman.'V. Collison, by photo-litho or letterpress (own 
Ox eekly ect 40 Rollesby Road, Chessington, Surrey , oces! 
P 4 . * . photo-litho pr lant.) 
ADVERTISEMENT REPRESENTATIVE 12 YEARS production/executive experi- CARILLON PRESS LTD. 
to build up established Postal Bargains ence availab.e, offers please to Pies Geleer fete. Peumemeuth 
— in leading National — ARTHUR S. DIXON Box 3468 Ad. Weekly 180 Fleet St BC4 Telephone: Boscombe 36835 
with pesapects of ‘promotion which will LIMITED PRODUCTION ASSISTANT. “‘Live” London Office: 98-100 Fleet_St., E.C.4. 
appeal to an ambitious young man. man, natural gift for Advertising Phone: CENtral 1740 
Write fully to require another (visual, layout, — Ry ye 0 , 
x 3464 Ad. Weekly 180 Fleet St EC4 ee ene COUNT EXECUTIVE FINANCIAL Le required by ema! 
— SOgnISC ai) w ome 
Tre. A. retiring (or retired) " Offered GENERAL Box 3340 Ad. Weekly 180 Fleet St BC4 | good stable accounts, and favourable 
iT (femaic), 26, experienced in rospects. Full details in confidence 
Box 3428 Ad. Weekly 180 Fleet St BC4 ARTIS 
typography, layout, genera! and x 3463 Ad. Weekly 180 Fleet St BC4 
CREATIVE LAYOUT MAN required to ARTIST fashion drawing. secks new post. 
originate strong selling advertisements Daventry, 5, Onslow Gardens, N.10. 
tor vayama, and Trade 2ccount || thoroughly versed in all | | PRODUCTION/LAYOUT MAN, 35, uscd | | To LONDON AGENCIES 
Direct human interest and clean display branches of studio work, cap- a FR 
- Apply Mr Agency with medium National Accounts Old established Advertisin 
lg ig = iy - able of producing good roughs and troublesome small ones. Fast in Merth< WA 4 
Lid., Salisbury Square House, E.C.4 and finished drawings. Ex- Se, Se aes, See aone 9 so co es 
perience of Film press adver- _Box 3467 Ad. Weekly 180 Pleet St BC4 WES CORES CHONSHTS COS oe yo 
tising an advantage. YOUNG LADY, competent secretary able ing arrangement with fully 
5 : to work on own initiative with keen recognised and established 
a ee ae and imerest in advertising cocks a secre- Agency in London 
salary requi no specimens) to: tarial position in a progressive Agency. 
To complete a Copy ART DIRECTOR _ Box 3475 Ad Weekly 180 Fleet St EC4 Write in first to ** Managing 
YOUNG EXECUTIVE, wide experience Director *’ 
229 HIGH HOLBORN theatrical production and management 
Team offers services to Agency or firm pre- Box 453 
Ne Bor $469 An. Ween! ino Ficet St EC4 Rees Wy Se Paes SSS 
ax eckly ce 

OLD-established Weekly Technical Paper PUBLISH class agents 
COLMAN, requires representation in -—— - = SPACE SALESMAN handle advertising on ae aan — 
commission only basis in circulation mation nique ica cler 

and advertisement departments. Write 29, lenses ep emsbttions Owen, 50 Old Brompion Road, 8.W.7. 

giving possible coverage and enterprising live mind, seeks pro- Telephone Kensington 5336. 

PRENTIS & Box 3443 Ad. Weekly 180 Fleet St BCS gressive position on staff of estab- ABERDEEN. Sunil Advertising Agence 
YOUNG LADY required as order and lished publication, where hard work for sale privately. Turnover approxi- 
progress clerk for well-knowa group of and integrity is appreciated. matcly £6,500 pa; ample scope for ; 

Printing Designers. Knowledge of Box 3427 expansion Full particulars may be 

Printing an advantage. Typing essen- obtained from Clapperton & Brands 

VARLEY LTD. ma 5ase Ad. Weehir 100 e: BOS Advertiser's Weekly 180 Fleet 61 EC4 yo te ny 2 West Craibstone Strect, 

Ox 58 > eekly eet St \berdecn, _ 

LAYOUT/VISUALISER with = creative YOUNG LADY, experienced Secretary SOUTH AFRICAN MARKET. Manase- 

ideas and capable of producing high and Buyer in Display Trade, seeks re- ing Director of South African Adver- 

want someone who class layouts, required for well estab- one position of unusual interest. tising Agency, in London to discuss 
lished West End Agency. Write in ox 3451 Ad, Weckly 180 Flect St bC4 nee with prospective clients. 

Gon 3398 Ad. Weekly 180 Ficet St ECs | WANTED—position as Assistant Accoun: ABVERTISING AGENCY, civaated tn 

. a : : ecutive ver 8 years’ ll-roun: 4 b ’ 

can write good copy RETOUCHER AND LETTERER tc- agency experience—has worked as Exe- Singapore, desirous of representation 
quired, one that is capable of creative cutive on national consumer product in the United Kingdom, will to 
work needed in the gencral commercia! Creative ability. Keen. Ambitious undertake servicing and placing ad- 
and has had at art field. Write Box 3424 Ad. Weekly 180 Fleet St EC4 | yertisements in Singapore, Malaya, 

Box 3455 Ad. Weckly 180 Ficet St ECs YOUNG ADVERTISING EXECUTIVE aes e. 3 one, be rw | 

FREE LANCE FIGURE MAN needed secks position (London) - PI , “Th 7 ee 
least three years to work in association with active Box 3423 Ad. Weckly 180 Fleet St BC4 PO cing hy a e vertiser. 

Studio, Good ee el Soe up-to MANAGING DIRECTORS PLEASE EXiBITION AND : DasiG Neh 

date work necessary, Wri NOTE: First-class Sales Manager offers Free tance te Gllered veclel addi ; 

advertising experience. Box 3456 Ad. Weekly 180 Fleet St BC4 sales experience, administrative and sauiekae en cmeeiin tale —— 
YOUNG MAN required for production organising ability, ard enthusiasm to ¢ seetIes OF agrecabic terms Mus 
department any reputable company with a SALES be — Se and — Ww de 
4 ’ . . > - working drawings when require rite 
Write fully (do not Box 3472 Ad. Weekly 180 Fleet St EC4 | PROBEEIC. Ase 42, Salary required | or “phone BANKWIN DISPLAYS, 96, 
Box 3441 Ad. Weekly, 180 Fleet St BCS Moun Street. W.1. Grosvenor 2865 
ADVERTISING MANAGER, aged 30, 
telephone) to APPOINTMENTS WANTED desires executive position ‘with Com: PRINTERS 
mercial Concern. Sales and technical 
copywriting and layout; point-of-sale; 
je experience, etc. Please ADVANTAGEOL S$ TERMS for printing 
™ : Monthly news sheets or small weekly 
Staff Manage NEW YORK Box 3450 Ad. Weekly 180 Fleet St BC4 paper. Broadsheet or folio. Newark 
COLMAN, PRENTIS & Advertiser, Newark 
OLD ESTABLISHED PRINTERS, pro- 
VARLEY LTD. ADVTG. EXEC. FREE LANCE SERVICES yd qualhty periodicals. now 
€ o mor 
34 Grosvenor Street Lendep eduction’ end walest, exis ARTISTS capable of first class layout and Seen Kou. ee an Sy 
' ondon, W.! supervisory position or working part- — Fined , Rn mJ noe 
’ . h English ettering en's tons echanica 

Rdvertising Agency vor ¢ Sa Illustration. Scraper board. Line or LITHO OR LETTERPRESS 

pany with U.S. Sales potentials } ae a for ee and Trade FOLDERS. BOOKLETS 
. E Would consider splitting time both Tess advertising wy or ' 

i ae ae _ . sides Atlantic. Now @ vice-presiden: leaficts. Seek additional, SHOWCARDS, LABELS 
ceedaae Gia cham Gaeins, ancien, and creative group head in New York Box 3228 Ad. Weekly 186 Feet St BC4 Good hey = Keen Prices 
for press and booklet advertising wiih- of one oO merica’s largest indus Ask for Type Book 
‘ supe ‘ “ile trial and consumer goods agencies ; 
studio. conditions. State alary Seaalned: His 28 years’ experience there anges Catisven’e Arties TOWNSENDS of EXETER 
specimens returnabic. London _ inter. from production manager, art THE TUDOR ART London Works: ORCHARD PRESS 
view if desired. Write Box AW 944 director, copy-contact, to current EASTCOTE. Pinner 7927 
1 P E. 110 St. Martin's Lane, London, 9-year responsibility for planning and AGENCY LTD. 
N.C.2 qeocee ° a. ee billing. wish to contact Artists 
— — ~F 77 oroug working knowledge li 
Pee TO PRODUCTION ; 
MANAGER required, with good prac- —~ eee “includes TV whe can Grow young Gren welt SPECIAL ANNOUNCEMENTS 
‘methods, Process Engraving, Art Buying, | | ‘dio. films. Highest business and | Furnival St. 6.4  HOL 8841 ; 
, —" ° . personal references. 
Typesetting, also some experience of , 
Journal ‘and Magazine make-up. Must AVAILABLE IN LONDON FOR See December 25 issue of 


be keen worker and able © see DISCUSSIONS FROM Advertiser's Weekly, pages 652- 
ry Ey A JANUARY 14. ACCOMMODATION 653 and 654 for the Advertising 


layout would be an advantage. Write 


b Gen 30 Services & Supplies Section. 
giving age. salary required and details TO LET. Suite of offices t off Fleet 
of qualifications to Secretary, Royal Advertiser's Weekly 180 Fleet St EC4 Deeet. Agussutnetety G00 sauarc feet January 22 will be the next 
Socety for the Prevention of Acciden‘s Reasonable rent issue containing these Services. 
S2 Grosvenor Gardens. London, S.W.1 Box 3474 Ad, Weckly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY Ps Tuunspay, Janvany 1, 1953 


an S. a copy 
) REGISTERED he 52/6, a year 
GPO. AS A Post{ _~sfree 


A 
NE; 55/- (ov werseas) 
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| = » |STOP PRESS - 


FIRST BUS ADS 
IN BIRMINGHAM 


First Birmingham buses to carry 
ads. went out to-day (Thursday). . 
First six advertisers were “Evening 
Dispatch,” Lybro overalls, Moore- 
house marmalade, Provincial Build- 
ing Society, Saxa Salt and Liqufruta 
cough mixture. The City’s transport 
department say that within three 
months all contracts for advertise- 
ments will be fulfilled and most of 
~~ 1,600 buses will be carrying 
a 


iTA 


'_—_ 


NER MARKING 


7 


PRODUCT MARKING 


PHENSIC ACCOUNT H 4 
MOVES TO J.W.T. aul 
(Northern) Ltd. state ; 

ae that from pril the Phensic 

account 

WINDOW _ DISPLAY oom Ronde ana mage Age 
Walter Thompson Co., Ltd., in 
accordance with recent Beecham 
decision that no one agency shall 


handle advertising for more than 
one of their products of a similar 


In every section of your business... mu FR Rd ii. 
pe by ek 4 AY ag 
TRAPINEX PAINT TRANSFERS ag Re gh -— af 
formerly directcr-general, Advertis- Teta 


make your mark with distinction , Ba. eS te 


With to-morrow’s (Friday) issue 
“Salford City Reporter” reverts to 
broadsheet size—with nine columns 
to page. Just over 12 months 
» od “Reporter” changed to folio 


—that is why leading manufacturers in every industry have 


adopted Trapinex Paint Transfers whenever it is desired to 


mark or publicise their products. They appreciate their Seth itd, Cites ie 


Sidney-Barton Ltd. for the past 24 
years, has been made deputy man- 
aging director. C. A. Macartney 
and = -~; Trigg appointed 


distinctive and lasting quality, also their simplicity of 


application by unskilled labour. 


ne joins John 

PR? as party... to-day 

a D4 peewee mi The two have been 
associated in many publicity under- 

takings since 1939. For last two 


charge of Scientific Photography 


CORONATION TJRAPINEX LTD, 176/188 ACRE LANE and Editorial Services Ltd, 

official designs in colour New for Alfred Pember- 
for shop windows and t lta rag F 8 
inside display are available BRIXTON, LONDON SW2 ton Lid. ts Sesame Fasteners L1d., 
from stock, Send for leaflet. .| Press campaign. 

Manufacturers requirements } : Brixton 2057 (3 lines —— ee 

for souvenirs etc. can also Telephone = ( ) “Start your Coronation sewing 
be supplied. Grams: Trapinex, Brix. Cables: Trapinex, London now” will be the theme of national 


press advertising for Sewing Week 
ce any! 28-March 7). Agents— 
Colman, Prentis & Varley. 


SINESS “PUBLICATIONS, Ltd., at their office at 180, Fleet — London, E.C.4. (Phone: “Chancery , 8844.) 
ee by, the Proprietors, BUSIN in England by Staples Printers Limited at their Great Titchfield Street, London, establishment 
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